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Gladys the beautiful reception- 
t says she sees Hammermill 
ockletone bond has “crisp, 
ackly, ‘ear appeal,’” which she 
inks means that it sounds like 
pay check. 


Eighty June Brides will take 
jvantage of Macy’s and K&E’s 
lan to stage a training day for 
rides in the store on June 26. 
Actually, though, a June bride 
arts to need stuff like that along 
h September. 


“What in the” world interests 
omen?” asks Time. 

Most of them admit to at least 
slight interest in men. 


“Writer with good job must pay 
big doctor bill,” says a hard- 

orking adman looking for free 

nee assignments. 

Only trouble with that plan is 

at his boss may soon need the 
ctor. 


There’s not a "pit of consumer 
sistance among the canine pop- 
ation, for Sam Barton showed 
e GMA figures which indicated 
39% gain in dog food sales for 
pril, 1947, as compared with 
pril, 1946. 


v 

Susceptible ‘pachelors ought to 
bware of taking radio jobs with 
llywood agencies. Almost 
ery one of them ends up by 
Mtting himself married to a 
amorous movie star. 

7, =. = 
“Mr. Hooper, we love you!” ex- 
1ims Station KXOK, of St. 
UIS, 
If you feel that way about him, 
hy be so formal? 


“The public Yelations of the 
merican Medical Association 
ive been affected unfavorably 
, the conditions which exist,” 
imits a leader of the profession. 
Why not try putting more 
pies of Esquire in doctors’ of- 
eS? 


Promotion copywriters of some 
the big league media are em- 
irrassing the purists in the busi- 
‘ss by assuming that the posses- 
fe of “it” de “iva”. 


Those truth glasses being used 
cigaret tests by Old Gold are 
e kind that wise wives will 
ortly be providing for their 
isbhands when they go night 
ibbing. 


Robert Newcomb decries em- 
ye magazines which devote 
emselves to “social trivia and 
orted keyhole gossip.” 

his is bound to be very dis- 
aging to budding Walter Win- 


= re FD ; 
‘ew Springfield daily will offer 
commission, reports the 
’s greatest advertising jour- 


as if opposition to the 
gency discount is finally 
¢ itself felt. 


. a eb 
‘Nn many rural areas of Vene- 


’ reports McGraw-Hill In- 
tional, “95% of the people 
from energy-sapping dis- 
caused by parasitic infec- 


a some parts of the U. S.| 
have typhoid, too. 
Copy Cus. 


NAB Prexy Finds 
the Going Rough 
at FCC Hearing 


Senate Refuses Ban 
on Right to’ Probe 
Program Content 


WASHINGTON—The Senate sub- 
committee considering a reorgani- 
zation of the FCC turned a deaf 
ear last week to NAB’s plea for 
radio legislation to bar the com- 
mission from reviewing station 
program performance. 

For four stormy hours, NAB 
President Justin Miller delved 
into history and law to argue that 
radio stations should be as free 
from government supervision as 
press, motion pictures and other 
media. 

Three senators, including Sen. 
Wallace White (R., Me.), sponsor 
of the bill, ganged up to deny the 
analogy between press and radio. 


Must Do Policing 


Having issued a license to a 
successful applicant, Congress is 
obliged to see that the station op- 
erates in the public interest, Sen. 
Edwin C. Johnson (D., Colo.) said 
in rebuttal. 

Judge Miller claimed FCC juris- 
diction should be limited to the 
technical side of radio. His 50- 
page brief contended that the 
Constitution protects free speech 
except where there is “clear and 
present danger.” 

The cold reception for NAB 
spokesmen reflected in part ill 
feeling that developed over in- 
dustry efforts to delay hearings 
until next year. 

Sen. White, who had assumed 
industry support for new legisla- 
tion, angrily read a telegram ask- 
ing delay “until NAB can prepare 


a case against the bill.” 

Before Judge Miller started, | 
the chairman noted that he had | 
not received any help from the | 
industry. Sen. Ernest McFarland | 
(D., Ariz.) asked whether NAB) 
and FCC were cooperating to kill | 
the bill. | 


Prefers ‘No Bill at All’ | 


of the bill. His analysis, | 
frequent reference to his experi- | 
ence as a former justice of the| 
circuit court of appeals, pointed 
(Continued on Page 61) 


Future Events 
are taking shape now. 


mo) SPECIAL SALE rein. 


SAVE 15¢:: 


EFT 


AMERICA’S LARGEST- SELLING BRAND FOR WASHING SILKS, NYLONS, WOOLENS, DISHES 


PON BELOW! 


et lke pct of Cine 
¥ 


AE BO VODAR? COMMON TO HOUR MOLE 


WORTH 15¢ soir 2 reee'ss 


BACK IN FORM—Procter & Gamble gave Dreft an all-out push with this 
pre ype offer, usually occupying half pages, offering 15 cents off on the 


regular price of two packages. 
as 41 cents and the coupon, for two 
around 32 cents a package. 


Retail tie-in copy featured the product as low 


packages, as against recent prices of 


The promotion was a one-time shot, appearing 


"semi-nationally.” 


Repeat Ads Don't 
Lose Readership, 
Study Group Says 


MILWAUKEE—There is nothing 
wrong with repeating the same 
ad, in the same medium, two, 
three or four times or more. In 
fact, there may be some definite 
advantages in readership (as well 
as in reduced mechanical costs) 
in such repetition. 

That is what a special steering 
committee set up to survey the 
effectiveness of repeated adver- 
tisements told the National Indus- 
trial Advertisers Association here 
Wednesday. The committee, 
headed by J. H. Thomson, man- 
ager of apparatus and industry 
advertising for Westinghouse, had 
the pioneer assignment of gath- 
ering data on the effectiveness of 

(Continued on Page 62) 


Census fo Reveal 


Mass of Dafa on 
35 Market Areas 


Housing, Employment, 
Population and Sales 
Covered by Sample 


WASHINGTON — Valuable new 
population and retail sales data 
will pour out of the Census Bu- 
reau next month with the release 
of tabulations from a special sur- 
vey of 35 metropolitan areas con- 
ducted by the bureau’s field staff 
during April. 

A preview of the possibilities of 
this material became available 
here last week, when Census 
Chief J. C. Capt drew on the 
Washington area survey for a 

(Continued on Page 63) 


Last Minute News Flashes 


Ayer to Retain Army Recruiting Account 
WASHINGTON—ADVERTISING AGE learned this weekend that War De- 
Judge Miller objected to lan. | partment has decided to leave the $4,500,000 regular Army recruit- 

guage in practically every section | ing contract with N. W. Ayer for the next year, although no official 


with | announcement was made. Meanwhile, presentations by eight agencies 


are scheduled Monday and Tuesday for the $1,000,000 National Guard 


account. 


On Monday, National Guard will see Henry J. Kaufman; 


Gardner Advertising; Biow Company, and Erwin, Wasey & Co. On 
Tuesday, Grant Advertising; J. Walter Thompson; N. W. Ayer and 


Benton & Bowles are to appear. 


Harvey Comics Names O. A. Feldon & Associates 
New YorK—Harvey Publications, Inc., has appointed O. A. Feldon 
& Associates, Chicago, national advertising representative for the 


Industrial Admen 
Plan Broader NIAA 
at 25th Meeting 


Research Projects 
Planned; Membership 
Hits All-Time High 


MILWAUKEE—The silver jubilee 
conference of the National Indus- 
trial Advertisers Association, held 
last week in this city, where it 
was organized in 1922, was 
marked by an attendance of more 
than 1,000, and by announcement 
of plans for broadening and 
strengthening the work of the as- 
sociation on many fronts. 

Progress in the important pro- 
jects now under way, including 
the continuing study of business 
paper readership, sponsored by 
the Associated Business Papers 
and conducted by the Advertising 
Research Foundation, was re- 
ported, as was that involving the 
publication of a text book on in- 
dustrial advertising now being 
completed by the Rochester chap- 
ter of the association, and to be 
used beginning in 1948 by many 
colleges with marketing and ad- 
vertising courses. 


Explains Annual Award 


Formal presentation of a plan 
for annual award of $1,000 and 
certificate by the McGraw-Hill 
Publishing Company to the chap- 
ter which has made the greatest 
contribution to the advancement 
of industrial advertising was 
made by Curtis W. McGraw, 
senior vice-president of the com- 
pany. 

Highlights of the convention 
sessions were the continued em- 


BMB Is Asked 
to Distribute 


Hooperatings 
New YorK—C. E. Hooper has 
proposed that the Broadcast 


Measurement Bureau take over 
the job of publishing, copywrit- 
ing and billing for the continuous 
reports now issued by C. E. 
Hooper, Inc. 

He said the distribution of pro- 
gram measurement through BMB 
also would be mutually advanta- 
geous to BMB and the rating serv- 
ice—to the former because it is 
having financial difficulties and 
to the latter from the standpoint 
of taxes. 

Mr. Hooper suggested that a 
new company (in effect the pres- 


‘D.: . ’ Harvey Comics Group, with a 4,000,000 bi-monthly guarantee. Maga-|ent company) be formed to con- 
See ‘Private Lines’, zines in the group include “Joe Palooka,” “Terry and the Pirates,’|tract to furnish field work, tab- 
Page 49. Other features: “Steve Canyon,” “Kerry Drake” and “The Green Hornet.” ulation, computation and print- 

. . ing to the _BMB—which would 

Ad-libbing ...... .. 2) Pan-American Coffee Starts “Pre-Fall” Drive take over current Hooper sub- 

Advertising Market Place 50| New York—Pan-American Coffee Bureau is running a full color criptions totaling around $1,000,- 

Chain Store Figures 60 | page single shot in the June 22 American Weekly as a leader for its |000—on a cost-plus basi 

Coming Conventions Kia a : . é ae : , . ‘ 

Department Store Sales  g3| fall campaign. Copy features both hot and iced coffee, along with In a letter, Mr. Hooper asked 

Editoriels .......... 12| a coupon offering a coffee measuring cup and booklet on brewing|BMB to purchase all of the cap- 

Farm Publication Figure 14| coffee for 10 cents. Federal Advertising Agency has the account. ital stock of C. E. Hooper, Inc., 

Feature Page fives. ts 4aeesi ae ° for $1,000,000, payable in quar- 

Getting Rerseed Libiae 4i6 eee PROS 16 Hazel Thompson Joins Esty Copy Statf terly in lateaante of not le ‘than 

Information for Advertisers 12 New YorK—Hazel Thompson, formerly with Young & Rubicam, has|¢95 999. This stock would be can- 

In Washington ..... 22| joined the copy department of William Esty & Co. Miss Thompson | cejieg and C. E. Hooper Inc 

Sdogesine ig sae hed 4 was also with Lennen & Mitchell and at one time was advertising | |iquidated upon the final payment. 

pease gen Review <-o ooo S| group head of R. H. Macy & Co Payments ‘could extend. over 


Voice of the Advertiser 2 54 


(Additional News Flashes on Page 67) 


period of ten years. 
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phasis on the need for greater 
sales and advertising research to 
insure more effective use of ad- 
vertising and sales promotion and 
reduction in the cost of distribu- 
tion, plus the wider use of adver- 
tising to sell workers on the merits 
of the American system of com- 
petitive enterprise. One of the 
major projects authorized by the 
association will have as its objec- 
tive selling management on the 
fundamental contributions which 


‘ advertising can make to _ indi- 
vidual companies and to the 
economy. 


William A. Marsteller, manager, 
advertising and market research, 
Rockwell Mfg. Company, East 
Chicago, Ind., and a past presi- 


}ter, Pa. 


LETTER GADGETS kee 
of the waste basket 


_ + fi, WIG 
Room 726, |!| W. Jackson Blvd., Chicago 4 


ar 


yrs of the Chicago Industrial | 


Advertising Association, was elect- 

ed chairman of the board of the 
|association, succeeding Arno O. 
|Witt, Schramm, Inc., West Ches- 
W. Lane Witt was re- 
|elected president and _ general 
manager. 

Vice -presidents are Bernard 
| Dolan, Peter A. Frasse & Co., New 
| York; Ed Hurlburt, Ritter & Co., 
| Rochester; Bennett Chapple Jr., 
United States Steel Corporation, 


Pittsburgh; W. A. Bates, Steel 
Company of Canada, Montreal; 
Harry G. Hoffman, Hoffman & 


York, Milwaukee; George C. Mc- 
Nutt, Botsford, Constantine & 
Gardner, San Francisco; Gene P. 
Robers, Weatherhead Company, 
Cleveland; Don Bertke, Teco Co., 
Cincinnati, and William D. Crel- 
| ley, General Electric X-Ray Com- 
pany, Chicago. 

Report on Readership Study 

Mr. Dolan reported at the Mon- 
day morning session which opened 


|the convention on the progress of 
| the continuing study of business 


paper readership. He said that 
the second of two pilot studies will 
be made this month, and that a 
final review of the study by the 
administration committee in Sep- 
tember should see_ satisfactory 
techniques established. It has 
been shown that the term of read- 
ership of business papers is longer 
than had been expected, and ac- 
cordingly interviews of monthly 
publications will be made four to 
six weeks after distribution in- 
stead of after two weeks. Both 
original subscribers and _pass- 
along readers will be included in 
the second pilot study. 

Harry von P. Thomas, Bussman 
Mfg. Company, St. Louis, urged 
greater cooperation on the part of 
publishers in preparing publish- 
ers’ presentation forms, now 
available through the association, 
to enable uniform comparisons of 
media data to be made by adver- 
tisers and agencies. 

President Witt reported great 
progress for NIAA during the past 
year. The membership, now at 

(Continued on Page 64) 
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Philco to Boost 
Promotion 33%, 
Distributors Told 


ATLANTIC CiTy—An augmented 
advertising campaign in the na- 
tion’s newspapers one-third larger 
than that undertaken by the com- 
pany in 1946 was announced June 
18 for Philco Corporation by 
James H. Carmine, vice-president 
in charge of merchandising. 

Mr. Carmine spoke at a three- 
day national convention attended 
by more than 1,400 of the com- 
pany’s distributors and field rep- 
resentatives. Philco’s new line 
of 38 radios and a multi-unit re- 
frigerator were unveiled. 

In announcing the enlarged ad- 
vertising drive, Mr. Carmine said 
the campaign would employ the 
greatest linage in the history of 
the radio receiver industry, and 


ward 
WCAU 


OHIO STATE UNIVERSITY 


Le eR 


Mit 


- 


The !7th Institute for Education by Radio at 
Ohio State University added another FIRST 


to a long list of citations won by WCAU 


when it awarded first prize to 
“IT’S UP TO YOU!” 


to combat the 


Jo¢, 


the necessity for community action 


GO 


dramatized 


civic problems that beset 


America’s third largest city. 


Broadcast in the public interest, this series 


is another example of the civic 


consciousness 


displayed by WCAU in its 


services to the community. 


WCAU 


50,000 WATTS x 


CBS AFFILIATE 


PHILADELPHIA'S LEADING RADIO INSTITUTION 


Advertising Age, June 23 19 


WUCKY STRIKE presents THE MAN WHO KO ws. 


Le 


Lucy Stame Means Pine Jovac: 


Ae Round, Ge Fire bo Fully Packed ~Se free ond Levy oa ths 0,, 


NEW MFT COPY—American Tobaces 

Co. broke its new campaign, set for 4| 

U. S. dailies, with this 1,400-line ag 
which appeared June 1|6. 


would begin in September. 


Without revealing the exa 
amount expended on newspap 
and magazine advertising in 1944 
Mr. Carmine emphasized that th 


total for this year and next weal 
be at least one-third larger. 


did say, however, that $1,000,009 
was spent during May for adve 
tising of Philco products. (Phile 


ranked 42nd in ADVERTISING AcE 
tabulation of 1946 advertising e 

penditures, with $182,000 in new: 
papers, $582,000 in magazines, $1 
800,000 in network radio and $15 
000 in national farm publication 
for a total of $2,562,000. Sine 
some of the figures are incomplete 
the actual Philco expenditure wa 
probably considerably higher.) 

“Radio shows will be contin 
ued,” he added, “along with th 
newspaper and magazine cam 
paigns.” 

William Balderston, executiv 
vice-president, reported that ove 
$11,000,000 had been spent by t! 
company for new plant facilitie 
and improvements since the en 
of the war. 

Thomas A. Kennally, vice-pre 
ident in charge of sales, warn 
distributors of the danger ¢ 
spreading their efforts too thin 

“When too many products al 
handled by the same firm,” |! 
said, “there is no opportunity 4 
do justice to a single one.’ 


Appoints Somerville 
General Sales Manager 


R. C. Somerville, assistant ge! 
eral sales manager since 1944, ha 
been promoted to general sald 
manager of the 
Plymouth Motor 
Corporation, di- 
vision of Chrys- 
ler Corporation, a 
Detroit. He suc- 
ceeds Joseph E. 
Bayne, who re- a 


signed to become a f 
sales manager of ? _— : 
the Lincoln- faag* 
Mercury di- ag & 
vision of Ford 
Motor Company.  R. Somerville 


Mr. Somer- 
ville first joined Plymouth 19 
and after a series of promot 
he was appointed dire 
regions for Plymouth in 19+ 
served on special assignn 
connection with Chrysler ‘ 
poration’s activities during \V°! 
War II and in 1943 was 
staff executive at Plymou' 


WITH AN OFFSET prin TiN® 
SERVICE IN BLACK AND WHITE OR 6010 
THAT IS PLEASING ADVERTISERS EVERY \ HE 


MARCON utHocrapnine co 
536 SOUTH CLARK ST. + CHICAGO 3 
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WHICH REMINDS US — 


i NO OTHER MAGAZINE 
q COSTING 255 (ORMORE) 
nas HAS EVER GROWy 


eral salé 


SOEIG. SO VAST) 
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<| ON AMERICAS NEWe 
= 2 S’ ANDY ». a 
be 4 
he Pte ne, 
Somerville nea eee 
* SPORT’s first 5 months of 1947 averaged over four 
ith 3 thousand newsstand circulation alone. A total of 9 issues 
oe ‘ have been published. 
_ sa Ss v ©) RT S Cc @) RE 4 Is that good? That’s more than 4 times better than TRUE’s j 
sler Co first year... 3 times better than ESQUIRE’s . . . 8 times . 
ing Wor Here are 2, only 2,“quickies” on SPORT’s ability to better than NEWSWEEK’s . . . and nearly 8 times better 
ras make sales for its advertisers at a profit. than TIME’s first eighteen months! 
nou! 
— A. S. BARNES (Publisher of books on sports) 
... mail order department had to be 
iol re-arranged after advertising in SPORT, 
Ni to handle the new orders.” 
wt xk kk 
PAR GOLF .. .’Ads for my portable driving F 
AN oe range brought in such a successful profit, I was " 
ae a able to open dozens of retail outlets for it!“ * 
ta 7 Ask to see more! : 
cou Sport, 205 E. 42nd St., N. Y. 17, N. Y. ° 
aco the Magazine for rémerica's Millions of Sport Spectators 
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Chrysler Buys 
CBS Half Hour 
to Sell DeSotos 


New York—Chrysler Corpora- 
tion will resume its network radio 
advertising in the fall with a 30- 
minute program to be heard Sun- 
day at 10 p.m. over CBS. 

Commercials on the show, han- 
dled through Batten, Barton, Dur- 
stine & Osborn, will be devoted to 
DeSoto cars. It will be aired over 
the full network of 168 stations, 
adding $500,000 to CBS’ time in- 
come. 

Chrysler is the second automo- 
bile manufacturer to buy time for 
radio advertising of a prewar 
type, that is, with commercials 


written to boost the sale of cars 
rather than improve the com- 
pany’s public relations. 

Advertising on the “Ford Show 
Room,” broadcast Wednesday 
night over CBS, is handled simi- 
larly. This new Ford Motor Com- 
pany show, which stars Meredith 
Willson, was signed to replace 
the Dinah Shore program when 
the radio account was shifted 
from J. Walter Thompson to Ken- 
yon & Eckhardt. Ford still is dis- 
cussing plans for an hour-long 
institutional program for fall, but 
no definite announcement has 
been made on this as yet. 

Chrysler’s last network pur- 
chase was a symphonic program 
over CBS which ended in May, 
1946. 


“Reporter at Large,’ an Ed 


Bryon package, has been selected 
for the new show which debuts 
September 28 in the spot for- 
merly held by Gulf Oil Corpora- 
tion’s “We the People.” Effective 
this week “We the People” will 
be heard at 9:30 p.m. Tuesdays. 
Young & Rubicam is looking for 
a new emcee to replace Milo 
Boulton, who will leave the Gulf 
show after the August 5th broad- 
cast. 


Joins Roland-Bodee 


Milton A. Zimmerman, formerly 
with the Maclean publications of 
Canada, has joined the staff of 
Roland-Bodee Advertising Com- 
pany, New York, as production 
manager. Quiet-Heet Mfg. Com- 
pany, Newark, has appointed the 
agency to handle its account. 


Lumber Industry 
Leaders Suggest 
Broader Ad Drive 


Cuicaco—The time is approach- 
ing when the whole lumber in- 
dustry will have to advertise to 
the consumer, C. Arthur Bruce, 
president, National Lumber 
Manufacturers Association, de- 
clared Monday. 

Mr. Bruce spoke at the Amer- 
ican Lumber Conference, spon- 
sored by the NLMA. It was the 
first meeting for all segments of 
the lumber business in 25 years. 
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About 600 retailers, wholesalers, 
lumber producers and others at. 
tended. 

“Some day,” Mr. Bruce said. 
“in some way we are going to 
have to quit relying on the nat- 
ural preference, the traditiona) 
preference for our product anq 
commence to advertise it and pro- 
mote it. And to others than the 
intermediate buyer—I mean jp 
the ultimate consumer. Wood has 
a fascinating story to tell, and | 
hope we may do a job telling jt 
before we are forced by economic 
necessity—then it may be too 
little and too late.” 


Competition Keener 


He predicted more competition 
from plastics, magnesium and 
other industries in markets til! 
now dominated by wood products. 
The lumber industry is at a dis- 
advantage in the competition, he 
pointed out, because most of its 
output comes from tens of thou- 
sands of small producers and fab- 
ricators throughout the nation 
who “are hard to reach with edu- 
cation.” 

Lumber producers were also 
urged to begin national advertis- 
ing by Norman P. Mason, presi- 
dent, National Retail Lumber 
Dealers Association. He pointed 
out that most lumber dealers now 
do only one-third of their busi- 
ness in lumber. 

“Lumber can stage a come- 
back,” he declared. “It is not 
enough to find new uses for lum- 
ber. You must pay the price to 
put them into marketable form 
for us, your distributors to sell 
for you. 

“This means such things as na- 
tional advertising. It means book- 
lets and visual education helps— 
and please, let’s have a new ap- 
proach to the matter when we do 
make up this advertising. . . . It’s 
time to stop species competition 
and realize the tune the consumer 
calls. He wants to know about 
lumber, not about some partic- 
ular species of it. Tell him the 
advantage of lumber as lumber.” 

Speakers at the congress agreed 
that timber supplies are ample 
to take care of the nation’s future 
lumber needs. 


Agency Dissolves 
Teweles - Radcliff, Inc, New 
York and Beverly Hills agency, 


full size pages) of n has announced its’ dissolution. 


for advertisers. 
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Anthony Dillon, formerly sales 
manager of Maguire Industries, 
New York, has been named sales 
manager of Continental Record 
Distributing Company, replacing 
Emery Rosza, new export and 
manufacturing operations chiet. 
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What you should know about S@X 
to sell Chewing Gum 


Any submarine captain worth his salt knows that beaches 
are inhabited by males and females. And any advertising 
man worth his salt knows that this country is one vast beach. 

Now a few male and female inhabitants of this vast beach 
are too inhibited to appreciate each other. But most males 
and females instinctively understand the significance of the 
opposite sex. And by a simple legal procedure their under- 
standing becomes permanent—at which time grocers, drug- 
gists and sundry other merchants become very interested. 

The man who sells chewing gum knows that virtually no 
one acquires this happy, hygienic habit except males and 
females. And he knows that a male can be crazy about a 
female but not necessarily about her brand of gum. Con- 


trariwise, as they say in the dictionary, the man who sells 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., 


—- 
as —— 
= 
Qe Cas ie a? 
tes = &D:. 
eo? Shae — $a 
ww a —<— — 
—— 


cars knows that male and female must jointly agree before 
he can get their trade. 

But the gum dealer and the car dealer really still face the 
same problem. (And so do you.) Like most merchants who 
want to stay in business, they've got to sell two sexes—males 
and females. Either together or separately. 

And who can woo males and females like THe AMERICAN 
Macazine! 

Dollar for dollar, page for page, no other magazine 


can match the multimillion male-female circulation 


The Stmerican 
AM ALAZINE 


delivered by... 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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Publicity Firm Moves 


Publicity Associates, Dayton, 
has moved its offices from 324 
Harries building to larger quarters 
at 414 Eleven West Monument 
building. 


Appoints Hawkey 

Grant W. Hawkey has been ap- 
pointed sales manager of Engi- 
neering Products of Canada Ltd., 
Montreal. 
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Ask for CARDY-LUNDMARK CO. 


Semptes 1801 BYRON ST. — CHICAGO 


Space Buyers Are 
Helpful, McEvoy 
Assures PNPA 


PITTSBURGH—Despite the “har- 
ried, hurried and homeless” plight 
of the space buyer, he manages to 
do well for his client and for the 
newspapers, Newman F. McEvoy, 
space buyer for Newell-Emmett 
Company, told the Pennsylvania 
Newspaper Publishers Association 
here Friday. 

Mr. McEvoy told the group that 
“advertising agencies have long 
since realized that the problem of 


buying space is just as important | 


as creating the ads that fill that 
space,” and that “the proper ma- 


chinery for selling newspapers is| 


in operation.” 

Tracing the development of a 
campaign, Mr. McEvoy told pub- 
lishers that in the early planning 
stages “you have at work in your 
behalf a very forceful salesman— 
the Bureau of Advertising.” 


Outlines Program Steps 


When the decision is made to 
use newspapers, the media buyer 
turns (1) to ABC statements and 
Standard Rate & Data; (2) mar- 
ket data “in file size gets real at- 
tention”; (3) records of advertis- 
ing linage are analyzed in detail; 
(4) “special facts about your mar- 
ket are grist to the buyer’s mill— 


in file size’; (5) the buyer’s in- 
terest is fundamentally in the 
newspaper, not the data—“if you 
have a good story of, for instance, 
news coverage—tell it!” 

The type of product often dic- 
tates media, he reminded the 
group, citing a grocery product of 
limited distribution which auto- 
matically goes to newspapers sup- 
plemented by radio, a “considera- 
tion purchase product” of national 
distribution which goes to maga- 
zines, and a low-cost, frequently- 
purchased item nationally dis- 
tributed which emphasizes show- 
manship and uses all media. 

Mr. McEvoy quoted the Bureau 
of Advertising in recalling to the 
publishers that the public paid 
$889,000,000 for newspapers in 


| 1946, that dollar volume in news- 


THE NEW YORKER goes to Cincinnati, Ohio 


FLOATING WAS POPULARIZED by a famed Cincinnati floater 
that modestly claims to be only 99 44/100% pure. While we 
have never made an attempt to assay the purity of the 1,626 
Cincinnati people who buy THE NEW YORKER each week, we 
do know about their generosity. They lend their copies of 
THE NEW YORKER so freely that readers in that rich area 
(buying power over $1,600,000,000) total 9,756. 


CHRISTENING of Cincinnati, after the Society of Cincinnati, 
was done by General St. Claire who selected the name of his 
social club as a good omen for the pioneer hamlet in 1789, 
Revolutionary bigwig St. Claire has been succeeded by other 
bigwigs. For instance, in the bigwig suburb of Oxford, one 
out of every twelve families gets THE NEW YORKER. Our 
bigwig subscribers are the people other people copy. 


EVERYBODY LOVES SUSIE, the trained gorilla of 
Cincinnati’s Zoo, famous for summer opera. We mean the 
Zoo, not Susie. We can’t claim Susie as a subscriber, but THE 
NEW YORKER does reach the top bracket folks who support 
Susie and the opera. One example: —40% of the Directors of 
The Central Trust Company are on our subscription list. 
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yne af the 41 Primary Trading Areas in which 84% of the nation's department store business is transacted and in which The New Yorker concentrates 


0. SOGLOW 


DOUBLE BEAVER! The bearded boys fell hard for Cincinnati. 
Henry Longfellow rapturously dubbed it “Queen City of the 
West.”” Charles Dickens pronounced “the shops extremely 
good.”’ The shops are good still, especially top-notchers like 
H. & S. Pogue’s where 69% of Cincinnati’s NEW YORKER 


subscribers have charge accounts. My, how they spend! 


THE 
NEW YORKER 
No. 25 WEST 43rd STREET 
NEW YORK 18, N. Y. 


82% of its United States circulation 
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papers last year was the greatest 
in history, and that newspaper 
advertising continues to register 
gains despite a deceleration iy 
certain other media. 


Media Sellers Need Help 


Better selection and training of 
salesmen was advocated by 
Arthur H. (“Red”) Motley, presj- 
dent of Parade Publication, who 
told the assembled publishers 
that “very few” salesmen in the 
magazine and newspaper business 
“have had anything that even re- 
motely approached proper selec- 
tion or proper advisory training 
at the start of their careers.” 

Tradition handicaps  publish- 
ers, Mr. Motley noted, and urged 
the group to trade information. 
“Let’s get the job done—together,” 
he said. “Each of you possesses a 
priceless bit of know-how which, 
given to somebody else, would lift 
the level of the whole industry.” 

The matter of handling rate in- 
creases was also rapped by the 
head of Parade, who mimicked 
salesmen who say “Isn’t this 
awful, the way we’ve had to raise 
prices,” instead of selling their in- 
creased market. “Increased cost 
is our headache; the buyer is not 
interested,” he said, adding: “But 
he is interested in the increased 
value of what he is buying. Let’s 
be sure we sell him that and not 
our troubles with the unions.” 


Favors Standard Measurement 


J. W. Schupp, national adver- 
tising manager, Lancaster News- 
papers, told the group that the 
“standard of measurement” con- 
cept fostered by the Newspaper 
Advertising Executives Associa- 
tion, providing for definite depths 
as well as widths on space orders, 
and for provision by the news- 
paper of the specified depth, re- 
gardless of mat shrinkage, de- 
served the support of all Penn- 
sylvania publishers. Uniform 
practice provides the advertiser 
exactly what he wants, saves loss 
for newspapers, and_ reduces 
checking costs in agencies, he said. 

George Ketchum, of Ketchum, 
MacLeod & Grove, urged all 
newspapers in the state to give 
their all-out support to the 
state’s campaign for retention and 
expansion of industries. The cam- 
paign has already paid out, and 
will do even better in the future, 
he said. 


National Enameling Adds 
Four New Items to Line 


National Enameling & Stamping 
Company, Milwaukee, producer 0! 
electric roasters, casseroles and 
other housewares items, is adding 
several new products to its line, 
including a low-priced electric 
cooking range for use in farm and 
rural areas, apartments, summer 
cottages and temporary housing 
Built into the new range is «0 
electric roaster which operates au- 
tomatically in connection with ©» 
electric clock. 

Other new products are an alu- 
minum electric space heater, © 
oil burning space heater, and 4 
complete line of stainless sice! 
cooking utensils. 


Open Marketing Office 
Will F. Kissick and Paul ™ 
Segner have opened an office *! 
900 Rand Tower, Minneapolis, 5 
marketing consultants. 
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Home with swimming pool . . . or home in swimming pool—it’s still 
the answer to some Angeleno’s where-to-live problem. Yet a prodigious 


demand for housing is just one token of Los Angeles’ remarkable 
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growth. Postal receipts last year climbed $3 million above 
1945 ... have doubled since 1938. Los Angeles County is America’s 


Fastest Growing Major Market—and the Los Angeles Times is 


its Number One newspaper . . . delivered to more homes 


than any other West Coast daily. 
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NOTE: Due to the newsprint shortage and our primary obligation to supply a complete summar) 
of news to our readers—we continue to ration advertising space. 
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LOS ANGELES 


CIRCULATION—PUBLISHER’S STATEMENT FOR SIX MONTHS ENDING MARCH 31, 1947: Daily, 412,606; Sunday, 759.045. 


REPRESENTED BY WILLIAMS, LAWRENCE & CRESMER ° NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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Robson Transferred 


E. L. Robson, vice-president, 
sales and advertising, Rubberset 
Company Ltd., Gravenhurst, Ont., 
has been appointed vice-presi- 
dent and general manager of 
Rubberset Company, Newark. Al- 
though functioning directly with 
the United States company, Mr. 
Robson will continue as a member 
of the board of directors of the 
Canadian firm. 


_ PASADENA FAMILIES’ 
— 17% MORE 


‘My Friend Irma’ 
to Be Sponsored 
by Lever Bros. 

New York—Lever Bros. is re- 
portedly ready to decide on “My 


Friend Irma” as a fall replace- 
ment for the Joan Davis show 


Monday nights on CBS. Young 
& Rubicam is the agency. 
Miss Davis was dropped in 


favor of a less expensive show 
at the end of the current season. 
To date she is still on the list of 
availables for fall. 

Meanwhile, CBS officials last 
week said they had not been of- 
ficially notified of the $150,000 
suit filed against the network in 
Hollywood by Arthur Kurlan for 
plagiarism, charging that “My 
Friend Irma” is a swipe from an 
original show which he submitted 
to CBS a year ago. A CBS spokes- 
man commented: “Obviously, we 
would not put the show on the 
air if we felt it infringed on any 
property.” * 


J. E. Bayne Named S.M. 
of Lincoln-Mercury 


Joseph E. Bayne, formerly gen- 
eral sales manager of the Ply- 
mouth Motor Corporation, divi- 
sion of Chrysler Corporation, has 
been named general sales man- 
ager of Lincoln-Mercury division 
of Ford Motor Company, Dear- 
born, Mich. Hugh F. Charles- 
worth, formerly of the central 
district of Lincoln-Mercury, and 
E. A. Erickson, formerly an ex- 
ecutive of the Oldsmobile divi- 
sion of General Motors Corpora- 
tion, have been appointed assis- 
tant sales managers. 

Richard E. Roberts, formerly 
director of the community rela- 
tions department, has been ap- 
pointed director of the newly cre- 
ated management relations de- 
partment of Ford Motor Com- 
pany. 


Two Join ‘Liberty’ 

F. Anglin Johnson, formerly 
with Farm & Ranch Review, and 
Dan Andoff, formerly with Wrig- 
ley Publications, Toronto, have 
joined the advertising sales staff 
of Liberty, Toronto. 


Warner & Swasey, 
Hercules Each Cop 
2 NIAA Awards 


MILWAUKEE—Hercules Powder 
Company, Wilmington, Del., and 
Warner & Swasey Company, 
Cleveland, each won two top 
awards in the advertising exhibit 
of the National Industrial Adver- 
tisers Association, whose conven- 
tion here last week featured hun- 
dreds of panels carrying repre- 
sentative campaigns in every di- 
vision of industrial advertising. 

Warner & Swasey, machine tool 
builders, won a plaque award in 
Class A, industrial product cam- 
paigns in trade and/or business 
papers, and a similar award in 
Class C, industrial direct mail 
campaigns. Hercules captured a 
plaque award in Class B, indus- 
trial institutional campaigns in 


Schools, too, take in more dollars — and more scholars — 


teal 


tePev ish betel. 


were s 


THE DOLLAR 
AND THE SCHOLAR 
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as a direct result of advertising through Ayer. 


A survey of 85 Ayer-counseled schools revealed 2270 
new students from keyed inquiries alone during 


‘ 1945-46 —a total of $2,043,000 in new tuition. : 


5 Advertising rings the school bell. 
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trade and/or business papers, ap 
likewise won a plaque in Class q 
The Griswold-Eshleman Compay 
is the Warner & Swasey agenc 
while Fuller & Smith & Ross wo 
recognition as the Hercule 
agency. 


Other Plaque Awards 


Other plaque awards, wit 
agencies in parentheses, were ag 
follows: 

Class A, Carnegie-Illinois Sted 
Company (Batten, Barton, Durstin| 
& Osborn); Imperial Bras: Mfg 
Company (Kreicker & M: loan) 


Rubberset Company (Doherty, (jj 
ford & Shenfield). 


Class C, Union Special plaching 
Company (Russell T. Gray, Inc. 
Class D, industrial catalogs ap 
sales literature, Cincinnati Millin 


Machine Company and the Falk Cor 
poration. 

Certificates of merit in the sever; 
divisions were announced 4s follows 

Class A, Allis-Chalmers Mfg. Con 
pany; American Steel & Wire Com 
pany, (Batten, Barton, Durstine g 
Osborn); Ampco Metal, Inc. (Hof 
man & York); Armco Drainage § 
Metal Products, Inc.; Bundy Tubing 
Company (Brooke, Smith, French 4 
Dorrance); Centralab division 0 
Globe-Union, Inc. (Klau-Van Pieter 
som-Dunlap & Associates); Dumor 
Company (Hoffman & York); Ge, 
eral Blectric Company (G. M. Bas 
ford Company); General Electri 
Company, chemical departmenr 
(Benton & Bowles); Giddings § 
Lewis Machine Tool Company 
(Cramer-Krasselt Co.); Harnisch 
feger Corporation (Buchen (0) 
Lamson & Sessions Company (Rel 
den & Hickox); R. G. LeTournea: 
Inc. (Arnold Andrews Agency): Mo 
dine Mfg. Co. (Klau-Van Pietersom 
Dunlap); Ohio Crankshaft Co. (Gris 
wold-Eshleman Co.); Phillips Screy 
Machine Manufacturers (Horton 
Noyes Co.); Pittsburgh Plate Glas 
Co. (Ketchum, MacLeod & Grove) 
Proctor & Schwartz; Sealed Powe 
Corporation (Roche, Williams 
Cleary): Sheffield oe ( 
Walter Ticmpson Company); 
Smith Corporation (Henri, ay 
McDonald); Sunnen Products Com 
pany (Oakieigh R. French & Asso 
Sates): Tretolite Co. (The McCart 
o.). , 


( 


Additional Winners 


Class B: American Chain & Cab! 
Co. (Reincke, Meyer & Finn); Amer 
ican Cyanamid Co. (Hazard Adver 
tising Company); Falk Corporatio 
(Hamilton Advertising Agency 
Greenfield Tap & Die Co. (Channing 
L. Bete Co.); International Nické 
Co. of Canada (Cockfield, Brown § 
Co.); Jack & Heintz Precision Indus 
tries, Inc. (Griswold-Eshleman (o.) 
Portland Cement Association (Roch4 
Williams & Cleary); Union Oil! (* 
(Foote, Cone & Belding); Warner 
Swasey Co. (Griswold-Eshlema: 
Whittaker, Clark & Daniels, Inc. (q 
S. Tyson & Co.) 

Class C: American Cyanamid Co 
plastics division (Hazard Advertis 
ing Co.—Max Sheridan & D. W 
Coutlee, Jr.); Champion Paper 
Fibre Co. (K. C. Pratt, Inc.); Ci! 
cinnati Milling Machine Co.; Goog 
year Tire & Rubber Co. of C anad 
Ltd. (R. G. McLean Ltd.); oe: “dt 
Mfg. Co. (E. F. Schmidt Co.); 
Engineering Works, Inc. (Altre 
Colle Co., Krieg Letter Service) 
Preformed Wire Rope Informatio 
Bureau (Reincke, Meyer & Finn 
A. O. Smith Corporation, (Cra! 
Krasselt Co.); S. D. Warren Co 

Class D: American Rolling Mi 
Co.; Buda Co. (Russell T. Gray, I! 
Logansport Machine Co. (Cramer 
Krasselt); Revere Copper & Bras 


Inc. (F. W. Dodge Corporation 
Tinnerman Products, Ine. (Osbor 
Bartlett); Towmaker Corporation 
Trane Co. (Cramer-Krasselt); Tul 
Turns, Inc. (Roche, Williams § 


Cleary). 
The judges in the competitio 
were Walter B. Schulte, forme 
president of Micro-Switch Co 
poration, Freeport, Ill.; James 4 
Peck, vice-president, Putman Pw! 
lishing Co.; C. A. Wiken, vic4 
president, Rockwell Mfg. © 
Pittsburgh; Howard A. Guernse 
Whitaker Guernsey Studio, Ch 
cago; W. Donald Molitor, Edwa 
Stern & Co., Philadelphia. 


Flint got all th 
accounts we've been unusually ¢ 
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TO PLAN HER SHOPPING 


The reason for the impressive preference of women fe DREMOST SPECIAL : Ors 3 


x Wome 2 . “ 
aced 163,220 lines of adver- 


for The Philadelphia Inquirer is found in the many spe 
features for the home that make this great family 
newspaper a daylong companion. And this prefer- 
ence—this goodwill and confidence—extends to the 


advertisers, too, as attested by The Inquirer’s 


advertising leadership in America’s 3rd market. 


TELL IT IN THE MORNING... TELL IT IN 


Che Philadelphia Anquirer 


‘ational Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN, SAN FRANCISCO 
AMERICAN NEWSPAPER ADVERTISING NETWORK; FIRST 3 MARKETS GROUP; METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 


ee 


oe 
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Canadian Linage Up 

The Canadian Daily Newspaper 
Association reports that the ad- 
vertising linage in Canadian daily 
newspapers showed an _ increase 


ST. «53 as SE Fb 


St.Foseph Ouzette 


| of 17% in March of this year over 
|the same month last year. By 
classification, the gains are as fol- 
lows: National 10.2%; local 20%, 
and classified 18.3%. 


Increases Circulation 


Effective with the September 
issue, Family Circle, New York, 
will add a new edition of 200,000 
copies monthly to the Middle At- 
lantic states through 2,000 outlets 
of American Stores, Inc. Circula- 
tion of the new edition will be 


concentrated in Pennsylvania, 


es 


New Jersey, Maryland, Delaware 
and upper New York state. No 
rate increase will be made on the 
national advertising for the re- 
mainder of 1947. 


Issues Promotion Aids 


Grand Home Appliance Com- 
pany, Cleveland, has prepared 
two advertising and sales promo- 
tion helps for the merchandisers 
of Grand gas ranges. One is a 
four-page catalog devoted to the 
current Grand range No. 747, and 


‘the other is the first issue of an 


| 


organization paper, “Grand 
News,” which contains stories and 
illustrations about Grand activi- 
ties, the product, and advertising 
program. 


AspirCee Names Ellis 


Ellis Advertising Company, 
Buffalo, has been named to di- 
rect the advertising of the Aspir- 
Cee Corporation of Buffalo, manu- 
facturer of AspirCee aspirin. 
Radio and newspapers through- 
out western New York and north- 
ern Pennsylvania are being tested. 


os 


@ Frankly, he didn’t sit all the time. But sitting, 
standing or on horseback, his name was still Bull. 
That fine old Indian name can also be applied to the 
idea that one printing paper is as good as another. 


It just isn’t so! 


Take Chillicothe Paper, for instance. Even the 
inexperienced recipient of your — sales message 


can sense the inherent quality in 


hillicothe. And when 


The Truth About Sitting 


it comes to a paper expert like your offset printer, a 
feature such as built-in moisture content for no shrink, 
stretch, curl or lint means that he can give you realistic 
reproduction without exacting a premium in_ his 
printer’s skill. 


Chillicothe Papers are natural team mates of inks 
and presses—print-proven friends of long standing. 


7 


Bull 


__. Increased production capacity will soon provide 
Chillicothe quality for more users. Keep asking for it. 


CHAMOIS TEXT ° 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 


GREETING CARD PAPETERIES 


—ask us about them 


CHILLOTINTS 


THE CHILLICOTHE PAPER CO. 


CHILLICOTHE, OHIO 


é 
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100 Publications 
Share IH Drive 
for Cub Tractor 


Cuicaco—International Ha .«, 
ter Company will run full ge 
four-color ads in six nat naj 
farm publications in July 4p. 
nouncing its new low-price Fy». 
all Cub tractor. 

Priced at $545 f.o.b. at the 
Louisville IH factory, the yp 
will make possible sale of a 
tor plus accompanying in »le- 
rents for less than $1,000, a | ng. 
time objective of the comp) iny. 
About 50,000 will be made ; 
nually. 

Color ads will appear in July 
and August in Capper’s Farmer, 
Country Gentleman, Farm J 
nal, Progressive Farmer, Sovth- 
(ern Agriculturist and Successfu| 
Farming. Full-page black-and- 
white ads will run the same lime 
/in more than 80 state and sec- 
‘tional farm publications. 
| 


Hold Dealer Meetings 


Other advertising includes two- 
color spreads this month and next 
in Eastern Dealer, Farm Equip- 
ment Retailing, Farm Implement 
News, Hardware & Farm Equip- 
ment, Implement Record, Imple- 
ment & Tractor, Northwest Farm 
Equipment Journal, Southern 
|Hardware and Southwestern 
| Hardware & Implement Journal. 
| First announcement on IH’s “Har- 
'vest of Stars” show over NBC 
| was made June 15. 

This week 10,000 IH dealers 
are expected to attend meetings 
to be held in the nearly 100 IH 
branch offices where they will 
view the Cub tractors and obtain 
kits containing blow-ups of ads, 
display material, manuals on the 
Cub for buyer use and _ other 
dealer aids. 

Aubrey, Moore & Wallace here 
handles space advertising for the 
company and McCann-Erickson 
handles the radio account. 


Plans Co-op Campaign 
American Flange & Mfg. Com- 
pany, New York manufacturer of 
drum closures, has started a co- 
operative advertising campaign in 
business papers, sharing sponsor- 
ship with Coca-Cola Company, 
Gulf Oil, U. S. Chemical Indus- 
tries and Whitney & Oettler Com- 
pany. Copy shows liquids of the 
various companies enclosed in 
drums and will appear in Chem- 
ical Industries; Chemical Engi- 
neering; National Petroleum 
News; Oil, Paint & Drug Reporter, 


and Southwestern Purchasing 
Agent. 
Two Join McCann Stafi 


Lee R. Williams, formerly 4m 
art director of Batten, Barion 
Durstine & Osborn, has joinec the 
art staff of McCann-Eri 
Company, Chicago. Char ‘Je! 
Bates has joined the agency a 
space buyer. 


\ 
JAMESTOWN, N. . | 
has total bank deposits of 4 


$69,000,00 ' 


The successful key to 
maximum sales is the . . 


JAMESTOWN | 
Post-Journz 


ONLY Daily Newspaper 
| Cirevlation Population 
25,748 ABC 51,336 ABC City 


r€ 


V 


OV pe 


Al 


0 en (ees _ 
: & 
penalties ee ee 
| aaa - 
a 1 
a 
El 
i 
| | 
| 
| | 
| | i 
| fy 
vial | 
iy tl 
Pie | 
| | . —- . | [ 
| | 5 he 
) | eo 2 ee’ 
et | % 4 a 
| ie ” 
Hi || ) 
HiT , f~ 
my 7 3 
i ; , =>-~ ra ' : kumi - oF ' ‘ 
yh 3 <a 4 % 
aah kt : . 4 pe ae 1 
eae “hee : caf ye ie. eae a al 
peti fe ih a ge y dee m, si - Fo oasaas Be ys | 
| | . i ped Re ee a at ae ; de a . Zp obs = ihe es me | . 
| | ie eH aS. : thi = oF oF ae sl 
| | nage ara ae De eet ee eee ae is | ™ 
| 7 
| = i 
| 
{i | | Z 
| = 9 
| 
| 
| 
P| | 
| ee | 7 
| tenancies T¢ 
THIS yy ([p 
Ss | J 
| TRADING : 
ee 
| S 
| | 
h 2 , 
: pl | 
Mette Feqe 4 Ce be tngreevon” | 
| BC 
a | . 


2s two- 
id next 
Equip- 
plement 
Equip- 
Imple- 
t Farm 
ruthern 
western 
fournal. 
s “Har- 
r NBC 


dealers 
1eetings 
100 IH 
by Will 
| obtain 
of ads, 
on the 
1 other 


ce here 
for the 
irickson 


ign 

zy. Com- 
turer of 
da co- 
paign in 
sponsor- 
ompany, 
| Indus- 
er Com- 
s of the 
posed in 
1 Chem- 
lL Engi- 
eptroleum 
teporter, 
rchasing 


New Yorkers spent more than $300,000,000 in 
1946 to buy new cars... to buy 166,694 new cars 
... more new cars bought and more bright, new 
shiny dollars spent to buy them than in any other 
market in the world. 


And of every 10 New Yorkers—city and suburban 
—who bought new cars in 1946—5 are regular 
readers of The New York Times. 


Weekday readers of The New York Times in New 
York City and suburbs spent $128,471,680 for 
68,336 new cars in 1946—18,311 (37%) more 
34,424,680 more dollars, than the 
readers of any other New York weekday news- 


paper. 


new cars, 


Sunday readers of The New York Times in New 
York City and suburbs spent $154,496,520 for 


82,179 new cars in 1946—24,157 (42%) more 
new cars, 45,415,160 more dollars, than the 
readers of any other New York Sunday newspaper. 


These brand new facts about New York’s new car 
buyers and the newspapers they read have just 
been gathered in an independent survey made 
among new car buyers by the Recording & Statis- 
tical Corporation. 


These facts are important to every automotive 
advertiser. Put cosmetics in place of cars. Or wash- 
ing machines. Or refrigerators. And the facts be- 
come important to you and every other advertiser 
who puts sales first. 


Gives you ideas doesn't it? When can we talk about 
them to you? 


The New York Cimes 


“All The News That’s Fit To Print” 


3OSTON: 140 FEDERAL STREET - 


DETROIT: GENERAL MOTORS BUILDING + CHICAGO: 333 NORTH MICHIGAN AVENUE - 


NEW YORK: 229 WEST 43RD STREET 


ADVERTISING LEADER IN THE WORLD’S BIGGEST MARKET FOR 30 CONSECUTIVE YEARS . . . CIRCULATION NOW OVER 500,000 WEEKDAYS, OVER 1,000,000 SUNDAYS 
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Trade Mark 


Advertising 


THE NATIONAL NEWSPAPER 


Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bldg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN, JR., president and publisher. S. R. BERNSTEIN, C. B. 
GROOMES, O. L. BRUNS, J. H. REARDON, vice-presidents. B. 


Member Audit Bureau of Circulations, Associated Business Papers, 
National Publishers Association, Advertising Federation of America. 


Age 


MARKETING 
R. giste red 


G. REHM, treasurer. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
Frances Jameson. Chicago: Murray E. 
Crain, Emily C. Hall, Robert Murray, 
Jr, Charles B. Cunningham, Jeanne 
Scharnberg. 
European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 


Correspondents in All Principal Cities. 


Advertising Director, Charles B. Groomes 
Manager Sales and Service, G. D. Lewis 


Manager Promotion and Research, J. P. 
Dobyns 

New York: T. K. Worthington, O. O. Black, 
Halsey Darrow, 
Greenwood. 
Chicago: O. L. 
tising Mgr. J. F. Johnson, J. C. Gafford 
San Francisco (4): 
Russ Bidg., Wm. Blair Smith, Mgr. 
Librarian, Elizabeth G. Carlson Los 
Garfield Bildg., Walter S. Reilly, Mgr. | 


ADVERTISING 


Robert Snow, James C. 
Bruns, Western Adver- 
Simpson-Reilly Ltd., 
Angeles 


(14): Simpson-Reilly Ltd, 


10 cents a copy, $2 a year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


Committing Suicide Joyously 


In our childlike manner, we 
have always assumed that labor 
disputes had as their ultimate ob- 
jective the winning of higher 
wages, or better working condi- 
tions, or a combination of both. 
We have never understood that 
the ordinary strike had as its pur- 
pose the ruination of the company 
which was struck, because we 
have assumed that if the company 
was ruined, the strikers not only 
would be unable to get higher 
wages or better working condi- 
tions, but they might wind up 
without any wages or any work- 
ing conditions. 

In the same childlike manner, 
we have always believed that a 
business engaged in a labor dis- 
pute would rather not advise its 
customers that its workers were a 
collection of slothful idiots. We 
have based this belief on the as- 
sumption that mest people don’t 
particularly like to buy products 
made by slothful idiots, who might 
not make them exactly right, and 
that therefore such a character- 
ization of a company’s employes 
might prove embarrassing to the 
sales department. 

It is now reasonably safe to re- 
port that our childlike assump- 
tions and beliefs have been com- 
pletely wrong. The way to win a 
labor dispute, apparently, is to 
convince as many people as pos- 
sible that your opponent is dis- 
honest, unintelligent, un-Ameri- 
can, a cheat and a scoundrel, be- 
sides turning out completely 
valueless products and being, in 
general, a louse of the first mag- 
nitude. 
favorite form 


“Management’s” 

of joyously committing suicide | 
currently seems to be to convince | 
its customers and the public that | 


its striking workers are unani-| 


mously interested in tearing down | 
the free enterprise system and | 
substituting some sort of collec- 
tivism. As a result, when the 
strike is settled (usually with at 
least modest gains for the work- 
ers), a thoughtful citizen might 
suspect that every time he buys a | 
product of the company, he is in- | 
directly contributing his snake | 
toward the destruction of his sys- 
tem of government and way of 
life. 

Labor, on the other hand, not 
only strives to convince you that 
the company it is battling is run 
by fellows who should all be re-| 
tired to Buchenwald, but also that 
the products labor has been mak- 
ing for these fellows are shoddy, 
substandard and a complete gyp; 
if you buy them, you’re crazy. 

Exactly such a performance is 
that which the CIO Food, To- 
bacco, Agricultural and Allied | 
Workers union has been putting | 
on in connection with its strike 


against R. J. Reynolds. The piece 
de resistance of this campaign | 
seems to be a poster which the 
union has distributed widely, 
showing a bewildered gent on a 
camel offering a fag to a disdain- | 
ful workman, who says: “I 
wouldn’t budge an inch for a 
Camel.” 

The union seems to think this 
is wonderful stuff. It has been re- 
printed in union papers and is be- 
ing given the widest possible 
publicity, in the apparent hope 
that public support — translated 
into falling demand — will help 
win the strike. 

No one seems at all worried 
over the fact that if the effort 
were completely successful, Rey- 
nolds’ workers not only wouldn’t 
win their strike, but wouldn’t 
have any jobs to go back to. 


Not an Area for High Pressure 


An ADVERTISING AGE editor at 
the recent Radio Manufacturers 
Association meeting pricked up 
his ears when he heard Fred 
Eldean, whose organization han- 
dles public relations for the RMA, 
tell RMA members to urge their 
agencies to put radios in 
clients’ ad illustrations wherever 


other 


feasible. 

And well he might. There is 
nothing wrong with a manufac- 
turer of product suggesting 
to his agency that there are occa- 
when he and some other 
client might both benefit by show- 
ing his the other 


client’s ad. But that is a far cry 


one 
sions 


product in 


from “insisting” that an advertis- 
ing agency show your product in 
other client’s ads. 

Any attempt to coerce an 
agency to do things to other cli- 
ents’ advertising is not only un- 


sound but unfair and unethical. 
Anv agency worth its salt must 
reject such an idea completely 


unequivocally, and we have 
that such a rejection 
will be the immediate reaction to 
any pressure on the subject. 

We are confident that Mr. El- 
dean, who knows his way around, 
made his suggestion in all inno- 
cence. Cooperation, not pressure, 
is the proper weapon. 


and 
confidence 
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"Got that? Now add two cups of flour and five eggs . 


—This Week Magazine 


No Business Like 

The advertisement reproduced 
herewith is eloquent evidence of 
the 
abroad. 

Ads like these gleaned from the 
Hartford newspapers are common 
along the East Coast. A typical 


SSSSSSSSSSSSSSSSSSSSSSSSSSSSSSS 


THERE'S AN AWFUL LOT OF 
PESOS IN 


BRAZIL 


AND THERE'S A LOT OF $$$ 
WAITING AT JACK'S MOTORS BECAUSE 


Carlos The Exporter Is Here 
To Buy Your 46 - "47 Car 


He needs your car desperately for his South American 
branches. If you want more $$$ than you ever dream- 
ed your car was worth, come in and see 


CARLOS at 


Jack’s Motor Sales 


‘| 714 CONN. BLYD., E. H. 8-2782 
$ STSSTESTSSS SS SSS TS SSSESSSSSSSS 


SSSSSSSSSSSSSSS 


sample reads ‘$1,000 bonus in ad- 
dition to purchase price for any 
1947 Cadillac cars . 
in addition to purchase price for 


current automobile market | 


|sometimes shocked to hear him 
turn down a drink with: 

| “No, thanks. I’m an alcoholic.” 
| For a number of years, Mr. 
Haughton has divided his time 
between his business and his avo- 
cation—the reclamation of alco- 
| holies. 

He had-knocked around in the 
_ publishing business, eventually 
| wound up as a vice-president of 
| Golfing. In convivial golf circles, 
|he found himself stymied by the 


are 


Advertising Age, June 23, 


The following documents m: » be 
secured without charge from |». 
panies sponsoring them, or thr ug) 
ADVERTISING AGE, by any nat) na) 
advertiser or advertising ag ney 
executive writing on his bus ess 
\letterhead. Address ADVERT! s1n¢g 
oa 100 E. Ohio St., Chicage 1). 
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'No. 2809. Your Current Busi Less 

Paper Advertising—Wha: tp 

Put Into It to Get the logs 
Out of It. 

This booklet, issued by Reiail- 
|ing Home Furnishings, a Fairchild 
publication, contains 15 pre-tested 
copy themes designed to help ad- 
vertisers put more selling punch 
into their business paper cam- 
|paigns. Specimen ads represent- 
/ing the most popular copy theme; 
being used by Retailing’s current 
| advertisers, are reproduced in the 
| booklet, and it is shown how these 
|ideas might be adapted by other 
| advertisers. 


No. 2810. The Farm is an Indus- 
trial Market. 


The growth of mechanizatior 
|on U. S. farms, which has opened 
markets for many industrial prod- 
ucts, is discussed in this study 
issued by Industrial Marketing 
Welding ‘equipment manufactur- 
ers, particularly, have been active 
jin going after farm business and 
|'manufacturers of power driven 
| portable tools, motors and indus- 
trial lighting equipment also have 
|shown interest in the farm as a 
'market, the booklet reports. In- 
'dustrial Marketing provides a big 
|;audience of leading manufactur- 
;ers for media reaching the farm 
|market, the study concludes. 


| 19th hole. He drifted around, in | 


| his words, “on Floogle St., down 
Bacchus Rd. into Skid Row.” In 
/a succession of sanitariums he 
found no cure. 

Then he ran across a Naval 


|No. 2811. County Circulation 
Breakdown, Metropolita 
Group Comics. 

| This county breakdown is based 
lon the circulations of the 42 Met- 


| officer who was also allergic to |Topolitan Group Sunday newspa- 


‘alcohol; the officer steered him 
_into Alcoholics Anonymous, and 
/Haughton salvaged his own 
| career. 

_ At 46, he drinks nothing 
stronger than coffee, tries hard to 
examine their 


ought to men, 


/pers. In six cities—Boston, Chi- 
| cago, Detroit, New York, St. Louis 
/and Washington—an alternate pa- 
/per, available through the Metro- 
|politan Group, may be included 
'with or substitute for the basi 
paper, but circulations of alier- 


. . $500 bonus |CONvince corporations that they nates are not included in this 


‘study. Circulations are based on 


any 1947 Buick. . . $200 bonus in| watch for alcoholics, cure them. | ABC reports current June 1, 1°46. 


addition to purchase price for any 
1947 Plymouth, Chevrolet, Ford, 
Studebaker, etc.” 

The Wall Street Journal recently 
reported that a Ford would bring 
$4,200 in South America, a Cadil- 


lac $9,000. 


Twist 

The Southern Pacific, through 
Foote, Cone & Belding, uses unique 
travel copy for its Daylight, an 
all-coach train from San Fran- 
cisco to Los Angeles: 

WANTED 

WANTED —A_ good 
driving to Los Angeles when 
you can go on streamlined “Day- 
light” for only $6.60 one way, 
$11.90 round trip in luxurious 
chair car (plus Federal tax). 

Telephone GArfield 1571 for 

a reserved seat. 

The SP got a reply to this one. 
An irate customer had a reason, 
couched in typical San Francisco 
terms, when speaking of the City 
of the Angels: 

“So I'll have a car with which 
to get around in that sprawling 
burg when I get there.” 


Meet Mr. Haughton 

People who first meet W. Bruce 
Haughton, district manager for 
Ohio Advertising Display Com- 
pany in St. Petersburg, Fla., are 


reason for | 


|He reasons that money lost in 
| training a man could be saved by 
early discovery, prompt cure. 

He meets considerable opposi- 
ition, one president summing up 
'the philosophy succintly: ‘The 
|policy of this company is not to 
interfere with the habits of our 
‘employes. If a man drinks so 
|/much that his job suffers, we fire 
|him. I don’t see how you can be 
of any help to us. We don’t have 
any alcoholic problem.” 


Salud Amigo! 

One of the brighter spots on 
our postwar horizon is James F. 
Waters, Inc., a garage 


bridge from Manhattan. The gar- 
age advertises in a quaint and 
appealing way, even if a little 
old-fashioned. 

The ads say the garage is cour- 
teous. They say the boys say 
“please” and “thank you.” They 
say “if there’s anything that 
drives us crazy it’s salesmen or 
storekeepers who think they can 
give customers the brush-off just 
because things are still hard to 
get and business is good.” 

After six years when most 
garage men gradually began to 
act as if they had all been top 
sergeants, it’s nice to feel that 
fresh breeze from the East. 


in Long | 
Island City, just over the 59th St. | 


No. 2799. Concentrated Coveriuge 
for a Key Market. 


Data on the Tacoma - Pierce 
County market area is contained 
in this folder, issued by the [1- 
coma News Tribune, which sys 
that the Puget Sound region :c- 
counts for more than 50% 0 
Washington state’s population, re- 
tail sales, industrial payroll nd 
effective buying income. Cove: 2° 
by the News Tribune of Tacona, 
Pierce County and the retail t: id- 
ing zone is given in detail. 


No. 2776. The Toledo Marke’ 


Hot off the griddle is this br .n¢ 
new market study issued by ‘he 
|'Toledo Blade. With charts, n 
and tables, it provides deta © 
data on the city’s retail tra 
area, metropolitan Toledo and 
corporate city, giving an exp! 
tion of population groups, h ™ 
ownership, distribution of si 3° 
residences, manufacturing, ] 
coverage of the market by 
Blade. 


® ga 


No. 2789. The Most for Your 


In this folder Boot & Shoe 
corder shows how it stands 


circulation and renewal per 
ages, 1939-1947, analyzes its 
erage of the shoe industry, its 
vertisers in 1946, and rates. 
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2lans Operation 
of Southern Mill 


CHATTANOOGA, TENN.—Plans for 
$30,000,000 paper mill at Chil- 
iersburg,Ala., to serve southern 
ewspaper publishers, and which 
an conceivably be in operation in 
yout two years, were announced 
rly this month when the newly- 
canized Coosa River Newsprint 
mpany, which will operate the 
int, signed leases with the War 
Department for land and _ facili- 
ties adjoining a purchased 615- 
re tract. 
Total average production of 
the new plant is expected to 
. about 495 tons daily, of which 
out 350 tons will be newsprint. 
\ceording to the Southern News- 
iper Publishers Association here, 
the mill will draw on about 250,- 
000 acres of timberland for its 
upply. Edward L. Norton, presi- 
dent of the Coosa River News- 
print Company, declared that the 
company already has purchased 
about 50,000 acres of timberland, 
and that it plans to buy another 
50,000 acres soon. One obstacle 


additional timberlands may be 
what it considers prohibitive 
prices. 

Second Southern Mill 


It is estimated that about 1,500 | 
persons will be employed directly | 
and about 3,000 others employed | 
in the wood cutting operations. 
Only one other mill in the entire 
southern U. S. now makes news- 
print. This is the Southland Pa- 
per Mill, Lufkin, Tex., organized | 
with the active support of south- 
ern publishers. The Coosa River 
Newsprint Company was formed 
in March, 1946, by a group of Ala- 
bama business men headed by 
Donald Comer, now chairman of 
the board. 

The company, after its purchase 
of 615 acres from the 18,000-acre 
Alabama Ordnance tract in Talla- 
dega county, Ala., leased from the 
War Department a number of 
buildings including a 25,000-kilo- 
watt steam power plant and a 
water filtering and pumping sta- 
tion which can handle as many as 
23,000,000 gallons of water daily. 
The lease is for five years with 
seven optional five-year renewals, 
which, in effect, give the company 
1 40-year lease. 


Huge Goldblatt Drive 
Breaks Sales Records 


Described as “one of the big- 
gest promotional campaigns ever 
ndertaken by a retailer,” Gold- 
att’s, Chicago department store 
hain, has broken all sales records 
ith its gigantic nine-day Star 
Sale, which began May 31. 

The store used 134 pages of 
newspaper advertising; displays 
th in and outside the store; 
man-on-the-street” interviews; 

tie-in with Eagle-Lion Film 
roductions using such name stars 

Carole Landis, George Brent, 
Sylvia Sidney; airplane-towed 
‘reamers; two half-hour radio 

Ws, one across-the-board; a 

ecial radio show featuring stars 

m Chicago stage shows, and a 

000,000 diamond display in- 

ding Russian crown jewels. 


ess was placed on low mark- 
national brand tires, for ex- 


ple, were priced as low as/| 


).69. 


ithographers Elect 
‘ew officers of the Lithograph- 
National Association, elected 
its convention June 3-6, are 
rge W. Hall, president, West- 
Lithograph Company, Los 
geles, president; Randolph T. 
€, president, Providence Litho- 
yh Company, Providence, vice- 
esident. and Maurice Saunders, 
irman of George C. Kindred, 
asurer,. W. Floyd Maxwell, 
“ecutive director, and Edward D. 
'ris, secretary, were reelected. 


In textiles, building 
_@ brand requires continu 
ous trade advertising. Here 
are six of hundreds of brands 
that are advertised regu- 
fark in DAILY NEWS if 


More than 400 manufacturers of branded textile-apparel merchandise 
advertise in DAILY NEWS RECORD. Why? Let’s look at one branch of 
this great industry .. . men’s clothing . . . for the answer. 

More than 50 branded clothing manufacturers advertise in DAILY 


NEWS RECORD. They advertise to get distri- 
bution, of course. But that’s only part of the 
story. They know, from experience, that the 
apparel lines advertised in DAILY NEWS 
RECORD eventually find their way into the 
retailer's front windows . . . into his store 
interior displays . . . into his local newspaper 
advertising. 

Thus, with trade paper advertising as the 
motivating force, branded clothing lines 
achieve the most productive kind of consumer 
recognition . . . right at the point of contact 
with the customer. 

The same applies to all branded lines in 
textiles, domestics, men’s and boys’ wear... 
many of which got their first consumer recog- 
nition when retailers featured them in their 
own local newspapers. Thus,,we see how .. . 
in the textile industry . . . brand building 
begins in the trade. 


HOW BRANDS 


RE BUILT 


in the 


EXTILE-APPAREL 


NDUSTRY 


News Record 


FAIRCHILD PUBLICATIONS 


FAIRCHILD BUILDING—NEW YORK 3, N Y 
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New Register Available 


Farm Publication 


Advertising Age, June 23, | 


JUNE ADVERTISING LINAGE IN FARM PUBLICATIONS 


National Register Publishing|. . | Commimacetes See cle , 
Company, New York, has issued Lina I i mr 
ke: Excluding Excl. 
the 32nd annual edition of the ge ncreases Poultry, Pou 
“Standard Advertising Register,” 21 4% . J Livestock Live 
= ’ —— Total Advertising ——~ acl ified — isi — 
which has 112 pages over the pre- -2/o In june ail -a5 - oes aro4t “81946 Ba a CY aon, “reat 
ceding volume, lists personnel, Cuicaco—Farm publication lin- Pages Lines Pages Lines Lines Lines ' Pages Lines Pages Lines Lines J 
agency and media information on | age for the past month registered | FARM MAGAZINES idaho a> maga et rg saa as ae are Het 
rs . S 4 é MEIMOF i200 é ‘ - 9 av de 
—— agg em rae , a 21.4% gain over the same period | Capper’s Farmer... 48.1 32,737 34.3 23,333 31,602 22,116 Indiana Farmer's an 
ertisers, cCilassifie y ines oO : _| Country Gentleman. 82.8 56,319 61.5 41,827 54,716 40,302 MED ne csecncays 31.0 24,353 28.7 22,497 16,295 
Sondieenen. & year ago, according to ADVER=| farm Journal ..... 84.6 36,439 61.0 26,179 34,776 24,751 | Kansas Farmer 20.0 15,184 17.3 13,147 13,702 
TISING AGE’s June tabulation of | Progressive Farmer: Michigan Farmer .. 36.1 27,703 39.2 30,131 22,776 
—_—_—_ . Carolina-Va. Missourf Farmer ... 6.5 5,053 5.4 4,253 4,711 ' 
farm linage figures. The monthly Edition ....... 57.0 41,522 42.1 30,650 38,699 28,232 | Missouri Ruralist .. 14.1 10/675 11.2 8.542 9,595 3 
oO A , ’ 9,995 ‘ 
CUIOS. pens gency |total was 1,957,936 lines, against} Ga.-Ala.-Fla. Montana Farmer ... 54.0 40,916 39.0 29,758 29,374 506 
Philip A. McClosky, formerly | 1,612,136 a year ago. op vaition aso 54.6 39,762 40.6 29,608 37,368 27,455 ee es Rarmnee 65.9 49,777 55.6 42,110 42,910 11] 
public relations director of Mc- Biggest year-to-year gain was Edition ....... 54.4 39,688 41.6 30,293 37,190 28,301 Homestead ...... 39.6 27,685 39.0 27,270 17,210 ss 
Cann-Erickson, and advertising|shown by June magazines, whose| ™'8s--La.-Ark. Ohio Farmer ...... 42.7 32,801 41.5 31,863 28,332 14 
: : ‘ ’ Witton 5 css <s 52.9 38,565 39.6 28,848 36,265 26,649 | Oregon Farmer 41.1 31,077 34.8 26.285 28,400 “86 
manager of McConnell Air Hostess | linage jumped 34.1%, from 290,-| ‘Texas Edition 58.8 42,840 44.5 32,397 39,856 30,212 | Oregon Grange ING' 
Schools, both in Minneapolis, has : *In all 5 Editions.. 47.8 34,805 35.3 25,729 33,221 24,636 MGNMIA c.:. 6s... 21.6 23,324 14.6 15,778 23,32 77 
, : 181 to 389,208 lines. Another large , 324 g one 
opened a public relations and ad- : : : >~ | *aver. 5 Editions... 55.6 40,495 41.7 30,359 37,876 28,170 Pennsylvania 
Pp p a 
vertising company at 706 Andrus gain was made by bi-weeklies in} southern Agricul- Parmer ......... 36.3 27,856 36.1 27,720 24,119 s us 
hey < . M h 204.965 li Se Ree eee 33.8 23,658 25.9 18,121 21,458 16,518 Utah Farmer ...... 36.1 19,722 25.0 18,850 18,117 0 eattle 
build M 1 ay, whose ; ines repre . t : 
ing, inneapolls. fe : Successful Farming. 84.0 37,728 64.0 28,925 36,393 27,358 Wallaces’ Farmer & ff 
sented a 27.5% increase over their nts Iowa Homestead. 59.4 46,531 52.0 40,735 40,289 24,39 LK 
Goes to Switzerl d 160,795 lines in May, 1946. Total, Beetp Peat 611.0 389,208 455.1 290,181 368,323 271,894 Woeshingtes Farmer 41.9 $1,647 34.8 26,322 28,928 sas & 
z , 6 estern Farm Life. 51. ,488 : 2,464 25,043 2 
: an Farm monthlies this month car-| agricultural Leaders’ Wissebeth ‘Aavieal- 5 a 
oe Federation of Swiss Watch|ried 338,366 lines, 21.7% more , Digest + re 17.5 3,339 15.3 3,001 3,339 3,001 WORE? saecseccens 46.3 36,310 43.4 33,992 32,267 16 “ot 
f : ‘ American Fruit — - —— . 
Foote pei Mere 3 appointed|than their 278,050 last year. May|~ Grower .......... 27.5 11,888 17.2 7,402 11,592 7,146 Total Group ..... 891.3 685,336 780.8 606,761 575,129 sina; | WS 
oo ©, ar . og ‘rigs Pe ad weeklies carried 73,198 lines, | American Poultry Bi-Weeklies—May 7d 
as opened an office in Macolin : Journal: aArizona Farmer .. 85.6 65,753 46.6 35,208 63,205 920 
Switzerland and will soon estab- 19.3% ahead of the 61,373 carried Eastern Edition .. 24.7 10,582 25.7 11,024 6,752 7,290 Dairyman’s League oe Lee 
l.sh Swiss head vart t Bi a year earlier. Dailies last month Central Edition .. 20.6 8,846 20.2 8,667 5,960 6,228 ee, SOO ree 13.0 9,463 12.1 8,781 7,634 7,416 Wit, 
“ quarters at Bienne. ied 242.985 li 25.6 Western Edition.. 19.5 8,374 19.2 8,250 5,894 6,177 | Pacific Rural Press: 
carrie ’ ; ines, . To MOFre | «In all 3 Editions.. 19.0 8,174 18.4 7,926 5,714 5,867 Northern Edition. 60.0 45,405 53.5 40,455 40,555 26.97 SEAT 
than 193,392 lines run in May, | Better Farming Southern Edition. 55.4 41,941 49.2 37,167 37,087 7 coffee 
1946 : : Methods ........ 21.8 ‘9,388 18.9 8/118 9,338 8,118 | Prairie Farmer 58.0 42,403 54.0 39,184 34,866 32,63) B 
° , Better Fruit ....... 28.4 11,982 17.6 7,861 11,982 7,361 ee ais aes en Sieennees en Wason 
gricultural , Smaller gains were made by Breeder's Gasette .. 21.0 9,466 22.8 10,258 6,774 5,304 Total Group .....272.0 204,965 215.4 160,795 183,347 143,005 fl packer 
be P > | California Citro- Weeklies—May F ’ 
May semi-monthlies, up 13% from | “graph .........-. 31.0 20,566 22.0 14,980 20,566 14,980 | bCapper’s Weekly.. 9.9 22,204 8.0 17,819 11,656 s,o% § Cup Cc 
ead r 606,761 to 685,336 lines, and by | Carolina Co-operator 11.2 4,713 9.4 3,938 4,628 3,880 bWeekly Kansas smalle: 
: Yattle , The 68.0 28,542 68.7 24,654 17,412 13,360 City Btar ....00.-. 20.7 50,994 17.7 48,554 36,383 2947 ff : 
May monthlies, up 6.5% from 21,- | Cattleman, The 7.7 48,55 1883 29,474 
. Cooperative Digest. 18.0 3,780 15.3 3,102 3,780 3,102 — — — — _” J openec 
4 S 584 to 22,978 lines. eerie on the ah i ane be Fotnt Group < Bee 30.6 73,198 25.7 61,373 48,039 37,512 Hington 
Di es Canadian farm publications car- ody BP ice eed i a ee 74 7,330 Dallies—May ‘ 
, ‘ : “ tFarm and Ranch.. 36.8 25,810 24.9 17,498 23,665 15,919 Chicago Daily Drov- throug 
4 ried 512,719 lines in the period, | Florida Grower .... 15.0 10,223 11.3 7,659 9,883 7,250 ers Journal ...... 27.2 57,906 25.6 54,502 28,857 9 Feat 
EXTENSION AND VOCATIONAL PROGRAMS 9 2% more than the 469.662 a year Hoosier Farmer 16.% 7,339 14,4 6,512 5,921 5,408 Kansas City Daily . 
’ . c ’ Kentucky Farmers’ Drovers Telegram 30.0 63,78 26.9 57,298 36,518 Wie full < 
FOR FARM AND HOME . rh. BEE (O1,29e OSRS 32:1 
ago. Home Journal 18.0 14,104 12.2 9,585 11,696 7,408 Omaha Daily Jour- space 
ee tMichigan Farm nal-Stockman 33.7 71,640 19.2 40,796 51,704 40,755 j 7 
NOW Over 30,000 Leaders To P t Ni d h ee. eee zs 5,218 1.8 3,648 5,138 3,598 St. Louis Daily Live cartoo! 
National Live Stoc k. Stock Reporter 23.3 49,658 19.2 40,796 31,386 24.47) ‘ead 
Help You Sell Your Products *rOmotes N1ecdernauser Producer 5.7 4,164 3.3 2,419 3,751 17 ae). ates co ee 
the an Gineteuagee ecg Ee Oe eee 5.7 4,16 3.2 2,419 3,761 2,178 aC Cee GEE eeMEGd, eke aee. va 
A LEADERS’ Digest ad now tells 16,000 men R. J. Niederhauser has been | New Jersey Farm Total Group ..... 114.2 242,985 90.9 193,392 148,465 121,9 doubte 
-_ nana agg = about your products to | promoted from advertising man- and Garden ..... $3.6 15,146 26.9 12,136 12,428 10,224 —_—— metab 
implement e farm management and home E ae Ohio Farm Bureau *Not included in totals, 
modernization programs they are carrying to six ager of Harris Seybold Company, OU Veawese be wes 12.1 5,448 10.2 4,583 6,158 4,383 *+June-July issues combined both years. toons 
million prosperous farms. Addition of 1,500 ex- Cleveland, to sales promotion Poultry Tribune: tPage size changed since last year. selling 
tension workers and 2,000 vo- ag and home ec. |manager in charge of market Eastern Edition .. 35.4 15,176 34.8 14,937 11,295 14,072 aThree issues 1947; two issues 1946. " 
teachers brings this important “‘influence mar- tat « Central Edition 29.9 12,825 27.9 12,003 9,877 11,138 bFive issues 1947: four issues 1946. change 
tud d advert C. Dt 
ket to the highest peak in the 29-year history of | Study and advertising. ©. D. iar Western Edition . 26.3 11,295 24.9 10,709 8,790 9,844 “Melle 
LEADERS’ Digest. Ask for Data Folder with | man has been named public Tr@- | *In all 3 Editions... 25.3 10,834 24.3 10,417 8,385 9,552 CANADIAN 
new CCA circulation breakdown, lations director and will also be| Southern Farmer 8.3 6,617 4.0 3,175 6,000 2,821 a*Canadian Coun- ends w 
AGRICULTURAL LEADERS’ DIGEST | responsible for the chemical di- | Seutherm Planter .. 24.3 17,000 19.8 13,850 15,632 12,506 tryman ...... ... 58.1 40,655 39.4 27,583 30,605 20,995 [i ment, 
139 N. Clark, Chicago 2, Ph CEN. 7670 tei : — Western Dairy Country Guide, The 46.4 33,431 35.3 25,435 33,431 25,435 Met 
: , go 2, Phone ’ vision’s oe P ye ge 1 Sourwel 4 is. sess. 44.1 18,539 42.6 17,892 8,333 6,958 b*Family Herald & “y 7 
- | Western Livestock Weekly Star: use 
TIMMS tm mtiitere oD, a member oF the sales Ge a — - ‘ ete wn lle bie ie ‘- ne aoe . 
AGHICULTURE ANO WOME ECONOMICS partment, has joined the . sales SOUPMAL ci cvccsce 70.0 29,400 55.5 23,359 14,378 13,552 area Benen ae occas rh a ote ape yy two a 
o —a> fess See PF) See | 9 S.), Ses 2ster ut ib.0 6,0 0.6 die vod, bt ul 
promotion staff. Total Group ..... 711.7 338,366 597.2 278,050 269,658 220,531 Farm & Ranch food 
Monthlies—May ae ere reet 26.6 19,178 26.6 19,152 18,139 18,310 papers 
Arkansas Farmer .. 12.4 9,362 11.0 8,310 9,362 8,310 Farmer's Advocate & 7 , 
Idaho Granger ..... 9.2 9,941 8.4 9,107 9,941 8,917 Home Magazine... 55.5 38,807 44.8 31,288 31,761 24,7 60 lin 
Nation’s Agriculture 8.2 3,675 9.3 4,167 3,675 4,167 Farmer’s Magazine. 39.7 27,815 34.1 23,891 25,372 00 the dk 
—_—_ -— —_—_ os *Free Press Prairie ; 
Total Group ..... 29.8 22,978 28.7 21,584 22,978 21,394 3 Pee ee 106.1 119,407 90.8 102,115 58,882 1,898 by on 
Semi-Monthly— May *Western Producer. 61.0 65,293 54.7 658,582 33,394 0,53 sign o 
American Agricul- ee ae ee : 
ee rr 30.3 22,094 28.3 20,626 18,198 17,640 Total Group 561.5 512,719 507.3 469,662 344,117 319,214 Of the 
California Grange — « 
. : in alt 
AWE isscbciciae’ 19.6 21,952 21.3 23,814 21,602 23,814 ‘May linage. 
Dakota Farmer .... 47.0 36,293 41.5 31,284 33,547 29,297 aThree issues 1947; two issues 1946. tion, 1 
Farmer, The ...... 60.1 47,129 56.3 44,138 38,366 36,450 bFour issues 1947; five issues 1946. 
The 
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Close enough to Nashville for commuting, Franklin (William- ~ 
. . *. . . ea 
son County) Tennessee is itself a thriving manufacturing town, 
producing stoves, lumber, flour and food products. The county — 
also has one of the most successful cooperative creameries in 0 
the country. Diversified farming, featuring livestock, tobacco 
and grain, is supplemented by limestone, clay and phosphate ; 
mining. TVA supplies the county with abundant cheap elec- i 
tricity for farms and factories. Williamson is one of the thirty- a 
six counties comprising the Nashville trading area — the rich 5 
market blanketed by Nashville’s two great newspapers. 2 
y 
NASHVILLE CITY ZONE POPULATION............. 266.505 Y, 
. , 7. , ~ 7 7 y © i 
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SPERKS YOU UP 


17s suRE Goon COFFEE 


7 WASON BROTHERS CO., INC., 


ING' IN SMALL COPY—Shown here 

< one of the five-a-week small-space 

Js used by Wason Brothers Co., 

seattle, to boost return of Mello-Cup 
ffee to retail store shelves. Keene 
& Keene, Seattle, is the agency. 


Cottee Copy 
Gains Success 
With Small Ads 


SEATTLE—To mark return of its 
coffee to retail store shelves, 
Wason Brothers Company, Inc., 
packer and distributor of Mello- 
Cup coffee, is using a series of 
smaller newspaper ads_ which 
opened last month in 10 Wash- 
ington dailies and eight weeklies 
throughout the state. 

Featuring reverse cuts to take 
full advantage of the limited 
space, the ads, with their lively 
cartoons, might easily convince 
readers that Mello-Cup coffee un- 
doubtedly will step up their 
metabolisms. Although the car- 
toons vary, the simple, effective 
selling message remains’ un- 
changed. In all ads, copy reads, 
“Mello-Cup Perks You Up,” and 
ends with the conversational state- 
ment, “It’s sure good coffee.” 

Metropolitan dailies are being 
used five days each week, and 
two ads are used in the weekly 
food sections of metropolitan 
papers. Ads in the weeklies run 
60 lines on two columns, while 
the daily copy measures 30 lines 
by one column. The simple de- 
sign of the ads plus the contrast 
of the reverse base, have resulted 


in almost uniformly good posi-| 


tion, the company says. 

The company has had its coffee 
on the market for 35 years, and 
at one time was considered a 
heavy retail advertiser. In recent 
years it has concentrated on the 
commercial market, supplying 
restaurants, hotels and 
tions. 
return to the retail market. 
being handled by Keene & Keene, 
Seattle, and the present campaign 
will be extended into Idaho, Mon- 
tana and Oregon. 


Elects Ed Deuss; 


Pians New Publication 

Ed Deuss, head of Midland Ad- 
vertising Agency, Chicago, has 
een elected treasurer and gen- 


institu- | 
The campaign marks its) 
It is) 


al manager of Republic Re-| 


rding and Transcription Corpo- 
tion, Chicago. He will also con- 
ue at Midland. 
Republic plans to launch a new 
mthly publication, 
‘ture Barn Dance Magazine, 
first issue of which will be 
eased in July. 


DOK IT UP in 
ve MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 
* 
BUSINESS PUBLICATIONS EDITION 


Song and) 


‘Star’ Has New Makeup 


Restyled by Gilbert Farrar of 
New York, the Seattle Star ap- 
peared June 4 in a new makeup 
and with a number of added fea- 
tures, including the establishment 
of the opposite-editorial page for 
expanded news columns and car- 
toons, additional comics, a front- 
page interview feature called “My 
Seattle,” and a weekly cartoon 
title-writing contest offering cash 
and theater tickets as prizes. The 
advertising in the opening num- 
ber ran to nearly double that in 
recent issues. 


Eynon Transferred 


William H. Eynon, vice-presi- 
dent in charge of radio of H. B. 
Humphrey Company, has moved 
his headquarters from Boston to 
the New York office. 


AMA Issues Booklets 


The American Management 
Association, 330 W. 42nd St., New 
York 18, has issued two new 
booklets in its personnel series. 
They are: ‘“Management’s In- 
ternal ‘Public’ Relations,’ No. 102 
($1.00 a copy), and “Regularized 
Employment—Problems and Pos- 
sibilities,” No. 105 (50 cents). 


Agency for Dr. True 

Hoag & Provandie, Inc., Boston, 
has been appointed to handle the 
advertising of the Dr. True divi- 
sion of Clark-Babbitt Industries, 
Inc., Boston. 


Seidel Promotes Stell 

Ann Stell, assistant production 
manager, has been named space 
buyer of Seidel Advertising 
Agency, New York. 


KFEL Names Fremont 


Leo M. Fremont, formerly as- 
sistant director of sales promotion 
in the Chicago office of Mutual 
Broadcasting System, has been 
named director of promotion of 
Station KFEL, Denver. 


Champagne to Hoyt 


Charles W. Hoyt Company, 
New York, has been appointed to 
handle the advertising of Renault 


champagnes, distributed by W. A. | 


Taylor & Co., New York, effective 
July 1. 


Handy Names McGrath 


Thomas J. McGrath, formerly 
sales manager of Control Instru- 
ment Company and account ex- 
ecutive of Gardner Displays Com- 
pany, has joined the special de- 
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vices division of the Jam Handy 


Organization to assist with the 
Shopper Stopper sales program 
in the New York area. 


MINNEAPOLIS 


STAR 


EVENING 


MINNEAPOL 


TRIBUNE 


MORNING & SUNDAY 


MORE THAN 
535,000 SUNDAY | @ 
420,000 DAILY | 


 onemittion. 4] 
 souTHERN ls 
FARM FAMILIES 
he SES ae = 


Buying power is built by increasing income 
and savings. Rural families of the 14 Southern 
states are breaking all records in building 
buying power. 


Their cash farm income is now $612 BILLION per 
year—$4 BILLION higher than in 1940. Their de- 
mand and time deposits in country banks and 
farm-owned war bonds total $6 BILLION—a 
gain of nearly $5 BILLION over 1940. 


Buying power attracts advertising. In 1945, 
and again in 1946, The Progressive Farmer 
made greater gains in advertising linage 
than any other monthly farm magazine. 


Send for your free copy of OPEN THE DOOR TO $ALES 
a new book of market information on the Rural South. 


Advertising Offices: BIRMINGHAM, RALEIGH, MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast Representatives: Edward S. Townsend Co., San Franscisco, Los Angeles 
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‘Nil’ Expands 


Ad Schedules, 
Uses Magazines 


OmaHA, Nes.—WNil deodorant, 
which began its career late last 
year (AA, Nov. 4, 1946) through 


| eight newspapers and nine radio 
| stations in parts of Oklahoma and 


Texas, has expanded its cam- 
paign to national proportions to 
include Nil pages in June issues 
of Collier’s, Life and The Satur- 
day Evening Post. Copy will also 


“@\appear in July issues of Life, 
|Look and The Saturday Evening 
| Post. 
|peated during August and Sep- 


This schedule is to be re- 


tember. 
Bruce B. Brewer & Co., Kansas 


says that the drug di- 


“about 30% 


of the 


; handled through drug and grocery 


wholesalers. 

According to the agency, an in- | 
|tensive survey in Oklahoma City 
showed 27.2% of the population | 
was using Nil at the time of the 
survey. 


Bank Group Elects 


| 

Bender E. Gilbert, public rela- | 
{tions officer of the Erie County | 
|Savings Bank, Buffalo, has been | 
oe chairman of the public | 
relations forum of the New York 
| State Savings Banks Association. 


IAA Elects Totton 


Company of Canada Ltd., To- 


Distribution is being | ronto, president of the association. | 


ONE 


Meme MANAGERS 


The Examiner now offers for 
the individual sales manager's 
use a 150-page study of its 
market—‘‘Sales Operating in 
The Northern California Mar- 
ket.”’ This book was compiled 
as a working sales tool for 
those desiring to sell this mar- 
ket to an absolute maximum. 


REPRESENTED NATIONALLY BY 
HEARST ADVERTISING SERVICE 


ev, % “/ 
ening Cet MNT, 


Ina given market 


a onarck y= 


Win, 
a My f 
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Ma ed 


< 


NEWSPAPER NUMBER ONE 


In San Francisco 


it’s the EXAMINER 
. . and has been 


for more than 


sixty years. 


} 


KLZ Appoints Peterson 
_ Sheldon W. Peterson, formerly | 
/news writer and special events | 
man in NBC’s Chicago office, has | 
been appointed director of news| 
and special events of Station KLZ, | 
| City, Mo., agency handling the ac- | Denver. 

| count, 
4 | Vision of Skinner Mfg. Company, 
}| maker of Nil, has secured dis- 
| tribution to 
| population,” and that its national 
| promotion is gaining national dis- 
| tribution. 


The Industrial Advertisers As- | 
sociation of Ontario has elected | 
| James Totton, International Nickel | 


Advertising Age, June 23, 


Frank Bull of the Smith, Bull & McCreery agency, left by air 
Sweden June 1 with the Olympic games delegation from Los A 
geles, one of several U. S. cities bidding for the competitions 
1952. .. Amon Carter, publisher of the Fort Worth Star-Telegr 
was made an honorary life member of the National Aeronaut 
Association at the organization’s 25th anniversary convention J) 
3. The banquet program was designated “Amon Carter Night.’ 

Top man and winner of the $3,000 prize in the Hochstadter jun 
bowling tournament, which recently wound up 52 days in C 
cago, was Thomas D. Raki, art director of Advertising Publicati 
Inc. His score for eight games was 1582 in a field of more ti 
5,000 contestants. . . 

Norman H. Schlegel, dir. of advertising and sales promotion 
Cory Corp., Chicago, will conduct a round table discussion of ‘! 
practical side of advertising” before business administration s 
dents at Syracuse U. June 23... 


Congratulations to Mr. and Mrs. Sam Elfert, who were mar: | 


June 15. Mr. Elfert is publicity director of WLIB. The bride is | 
former Dena Eisner, New York Post editorial assistant. . . 


AT FRONT PAGE FESTIVITIES—Mrs. Pangborn, Arden X. Pangborn, business 
manager of the Portland Oregonian, and Jack Matlack, president of the Oregon 
Advertising Club, disguised themselves thus to everybody's enjoyment at the 

Portland Newspaper Guild's Front Page Ball. 


Catherine T. Woodman, librarian of Liller, Neal & Battle Ad- 
vertising Agency, Atlanta, was initiated by Phi Beta Kappa at the 
She was graduated by the university last 
. H. C. Mason, account exec of James Fisher Co., Toronto 
agency, has been elected a member of the executive committee of 
the Agricultural History Society, Washington, D. C., and it’s the 
first time anyone other than a U. S. citizen has been nominated 


U. of Georgia June 11. 
summer. . 


or elected by the society... 


Two new members, Mrs. Ann Maloney of the accounting dept., 
and Robert Morris of the posting dept., have joined the 25-Year 
Club of United Advertising Corp., Newark, N. J. Leonard Dreyfuss, 
president, himself a 33-year veteran, presented gifts to the new 


VOU. . « 


Sidney Strotz, v.p. in charge of NBC’s western div., had to cancel 
his appearance on “Duffy’s Tavern” as scheduled for June 4, b 
. . Two advertisin: 
salesmen by the name of West work for the Oregonian, Portlan 


cause of an unscheduled bout with the flu. 


and to add to the confusion, their desks are side by side. Reme 


bering that F. West’s desk is west of E. West’s desk has been su 


gested... 

The new Cleveland offices of Farm Journal and Pathfinder 
the Bulkley building) got an official send-off June 10 with a 
ception and cocktail party at the Cleveland Athletic Club, at wh 
Graham Patterson, publisher, was host. Don Wilson, who has b« 
on Farm Journal’s Philadelphia sales staff, heads the new of! 
and Robert Watts, previously in the Chicago office, heads the Cle 
land operations of Pathfinder. . . 

Instructor of Cornell University’s new summer school s! 
course in photography and visual aids will be Don Bennett, v 
Shappe-Wilkes, New York agency. He will head the techn 
department of the photographic and electronic div. . . Ralph Dai 
editorial director of Fawcett Publications, competing in a “‘closes' 
the pin” event on Memorial Day at Pelham Country Club, Pelh: 
N. Y., walked off with the event by sinking his tee shot for a h« 
in-one on the 160-yard No. 4 water hole... 

H. Eugene Wheeler and George Culp recently celebrated t 
50th anniversary with N. W. Ayer & Son in Philadelphia. 
Wheeler, v.p. in charge of finance, and Mr. Culp, who is ' 
known to publication representatives as their contact with A 
staff members, were honor guests at a dinner of the Twenty-! 
Year Club... 

Calling all advertising, newspaper, public relations and r 
guys and gals. Robert Wilkinson, publicity man for Collier’s, 
there still is time to join the Nassau Shores Beach Club. Mé: 
bership is limited to 200 and season rates are reasonable, Bob 
ports. The club juts out into the Great South Bay at Amity’ 
on the southern shore of Long Island and is the same distance f! 
New York as Jones Beach... 

Ralph Baruth, Ist v.p. of Julius Kayser & Co., and James C¢ 
prexy of Cecil & Presbrey, New York, held an impromptu ) 
birthday celebration during a recent meeting of Kayser execut 
in New York... 
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Campaign Boosts 
' {Proposed Oregon 
Sales Tax Law 


1ir PoRTLAND, OrE.—One of the) 
s A largest advertising campaigns 
ns juring the past 10 years is open- 
gr ing this month to help passage 
ut of an Oregon state sales tax meas- | 
Ju ure. Sales tax measures have 
7” been introduced unsuccessfully 
jun to Oregonians at various times! 
C.-. fauring the past 15 years. The| 
tic last met defeat in 1944. 
> than Through Short & Baum, Port-| 

land agency, a promotional cam- 
ion of ff paign is being planned which will 


e provide for programs and _ spot 


1 stu- announcements on radio, and con- | 

sistent copy in all dailies and_ 
arried weeklies throughout the state. In 
is the addition, there will be a strong 


outdoor advertising campaign 
plus some direct mail. Ralph Wat- 
son, political writer and former 
political editor of the Oregon 
Journal, is assisting the agency, | 
and is adviser to the committee | 
headed by Judge W. A. Johnson 
and Earl Hill, legislator and 
father of the bill. : 

There has been no announce- | 
ment of an agency being named | 
by labor groups and the Ore-| 
gon Grange, who are said to op-| 
pose the proposed measure. 

Short & Baum pointed out that | 
four special elections were re-| 
quired to make Oregon a state, | 
and that it took nine special elec- 
tions to effect passage of the in- 
come tax law. 


Installs New Presses 


Christian Science Monitor, Bos- | 
ton, has installed a line of 10 Hoe. 
streamline color-convertible units | 
and two super-speed double mae | 
ers. The new equipment is cap- 
able of printing 40-page papers at | 
the rate of 120,000 an hour. R.O.P. 
color printing facilities are em- 
bodied in*every unit, permitting a 
wide range of color printing pos- | 
sibilities. 


business 
Oregon 
at the 


Appoints Strohm 


e Ad- John Strohm, author of the re- | 
at the cent book on Russian agriculture, | 
ty last “Just Tell the Truth,” has joined | 
. Country Gentleman as associate | 
oronto 4 - . : 
editor and special writer. He will | 
oh : make his headquarters in Chicago. 
s the 
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“= IN THE OLD DAYS 
DVERTISING illustrations cost your 
dad his shirt. Nowadays everything 

i t you buy costs you your shirt. Payday was 

« “happy day” but paydays don’t seem to 
be here anymore! uyers’ resistance gets 

Ss \ greater and greater and that is why we 

) A Preach — 

y-! Fone MUST CATCH THEIR EYE BE- 

YOU CAN MAKE THEM BUY — 


ind it won’t cost you your shirt to use 
r EYE’ CATCHERS to give your ads more 
pull. You can get top-notch ad photos 
mparable to anything national advertisers 


se and pay four times as much for. The 
, st is even less than stock photo houses 
ob arge. 
ity’ Hang on to your shirt and your pennies 
e f ntil you have tried EYE’ CATCHERS. 
ach month 100 ad photos to choose your 
Tint quota from. Only $7.50 per month. 
Ce “Yrite on your letterhead for sample proof 
ook. No obligation. 
ll 
-" 10 E. 38th Street 
cul EYE CATCHERS, Inc. New York 16, N. Y. 


Joins Emporium Forms Printing Firm 

Cy Westeren, formerly adver- John Pindell, formerly with 
tising manager of Capwell, Sulli-| Western Printing Company, Seat- 
van & Furth, Oakland, Cal., has | tle, has set up his own company, 
joined Emporium, San Francisco| Puget Printing, Inc., handling 
department store, in the same ca-| both letterpress and offset work. 
pacity, effective July 15. ‘ The plant is at 404 Bay building, 

—_— | Seattle. 

Names Gallagher Agency OR ae ' 

Lightstone’s Denartment Stores, | Names Phoenix Agency 
San Francisco, has named the) 
John M. Gallagher Agency, San| Phoenix, new distributor for Cat- 
Francisco, to handle its advertis-}erpillar Tractor Company, John 
ing. | Deere Plow Company and associ- 


ated lines of heavy equipment, 
has named Advertising Counsel- 
ors of Arizona, Phoenix, to direct 
its advertising. Direct mail, news- 
paper, regional magazines and 
radio will be used. 


Ads Will Promote Kansas 


A full-page Union Pacific Rail- 
road ad will be reproduced dur- 


jing July in 117 trade and indus- 
Arizona Machinery Company, | 


trial publications and newspapers, 
inviting industry to settle in 
Kansas. Fifty different industries 
will be told that Kansas’ location, 


—— 


17 


|“almost in the exact geographical 
center of the United States,” is 
“an important factor to industries 
servicing nationwide markets.” 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


ision 
Artkraft* Manuf ing Corporoti 
900 Kibby St., Lima, Ohio, U.S.A. 


| “Trademerts Rep U.S. Pat. OF. 
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* There is no substitute for Circulation * 


Every 


- «+. RETAIL JEWELRY STORE I 


NJ reaches monthly EVERY 
Jewelry store in 
America listed by Jewelers’ 
Board of Trade—except very 


[> Feed 


small stores listed as ‘re- % ce } 
wiivins 1” oe", Tatconal Jeweler 
TAILERS than are reached 

by the second jewelry publi- Fe Nes 4 £3 . 
cation —a greater number Sees Wes Be ceay 
than are reached by all other ee one 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,000 copies. 


CHARTER MEMBER 


N AMERICA 


Because jewelry stores spe- 
cialize in small, portable 
*‘quality”’ articles exquisitely 
designed for personal or 
home use — durable article- 
representing not only the 
ultimate in modern design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 
tributing thru jewelry stores. 


CHICAGO * NEW YORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


White Study Shows 
Effect of Prices 
on Spare Money’ 


Urban Discretionary 
Spending Power Low 
After 'Must' Buying 


Cuicaco—How much money do 
people have to spend or save after 
they pay taxes, pay for food and 
shelter and for auto expenses? 

That many manufacturers may 
be over-estimating the amount of 
“spare money” available for their 
goods is implied in a study of con- 
sumer spending power made by 


| Joseph White & Associates, mer- | 


| chandising and management 
| counseling firm here. 

| The report shows that while in- 
/comes have greatly increased and 
many families have moved from 
‘low to high income brackets dur- 
|ing and since the war, there has 
|been a real decline in “discretion- 
ary purchasing power” for urban 
families since. 1939. 

Average farm income per fam- 
ily this.year, after taxes, food and 
shelter, will likely exceed that of 
average non-farm families by 5%. 
In 1939 the farm family’s income 
averaged only 41% of the non- 
farm family average. 


Spending Power ‘Peels Down’ 


Real purchasing power, the 
study shows, was up 24% last 
year after taxes, up only 7% after 
expenditures for food and shelter, 
and down 22% after allowance 


5,000 WATTS 


FOR DETAILED 
REFERENCE DATA 


] 
MARKETS EDITION 


Represented Nationally by 


THE KATZ AGENCY, INC. 


980 KC 
AMERICAN @® MUTUAL 


EKx-Gl 


Here’s another ex-G.I. with that loan to start a new business . . . 
Whether it’s a loan for business, construction or farming — sound 
financial activity has brought bank clearings in the Nashville market 
area to an all time high in 1947 . . . For the first quarter, clearings 
were up 20.5% over last year for a total of $749,984,643. Bank 
debits also were up 20.53%, setting a new record for the quarter. 
That’s the strong Nashville market you can expect to back your sales 
effort ... And you can reach your share of the buyers through the 
large audience who listen regularly to WSIX. 


NASHVILLE j ron 
Hui 


TENNESSEE 


UE 
[HHH 


WSIX gives you all three: MARKET, COVERAGE, ECONOMY 
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for taxes, food, shelter, clothing. 
home furnishings, auto expenses 
and savings. 

The study, titled “The Foy, 
Stages of Consumer Discretionary 
Spending Power—by Income 
Groups — 1939-1941,1945-1946_ 
1947B,” shows how, in each of the 
years analyzed, available spend. 
ing power “peels down” as pri- 
ority purchases take their share 
of the spending power. The report 
is the second in a series by the 
company on “The Mechanics of 
Mass Consumption.” It was de. 
veloped “in the course of oy, 
work for clients as a background 
for more detailed examination of 


ees 


the market for particular items af} =: 


sm 


specific prices.” Saues & 


"47 Levels Projected AMBA 
Effects of living costs, durable ee ! 
goods demands and changing} j;but 
price and income levels on the§ ada, 
amount of money consumers at newsp 
each income level have to spend 
is covered. ‘“1947B” is used inf —— 
lieu of 1947 to emphasize that cance 
“projection” of figures for the conta 
current year is not a prediction basic 
for this year’s income levels, ex- of the 
penditures for various classes off ing } 
goods, etc. The projected figures gates 
for this year “represent a set of more 
relations which appeared of mod-§ aiviq; 
erate or average probability at the .itni 
time they were chosen—Decem- “Dj 
ber, 1946.” stance 
Tables in the report include: gate 
| First, figures on disposable in-§ -pitts 
,come, for farm and non-farm 
| families, for each year, in the ag- 
'gregate and per consumer unit, in 
|current dollars and in 1939 dol- Cor 
lars. Whit 
| Second, the balance of income} SP@™ 
‘available for spending and sav-§ " 19 
‘ing after expenditures for fooi§ %@4 4 
and shelter, broken down in the§ 2¢tt 
same way. _— 
Third, the balance availableg f° | 
after expenditures for food, shelter elasti 
‘and auto expenses and deductiong SOW! 
‘for savings, also broken down be-f 5! 
tween farm and non-farm, in cur- - 
rent and 1939 dollars, etc. oh 
Fourth, the balance, similarly § 36.6 
after expenditures for food, shel 747°0 
‘ter, auto, clothing, home furnish ‘*": 
‘ings and deduction for savings. § °" ' 
Fifth, the above informatio aie 8 | 
broken down further for non ro 
farm families by five incom@ “4 
brackets, in terms of current dol og 
lars, 1939 dollars and percentages $19 t 
to the total. f h 
Sixth, similar breakdown by§ °°" 
types of expenditures (for ex-§?"™° 
ample, the amount spent by dif- not 


ferent income brackets for cloth- 


ing for each year, in current and B.: 
1939 dollars). ee = 
Seventh, the number of con- wien 


sumer units by income classes for 
each year. 


3 Principles Shown 


“Three principles in particula! 
are highlighted by the approach 
employed,” the report points out 
First, “the great contrast in thé 
rate of change in and amount 0 
disposable income, compared wit 
the rates of change in and thé 


amounts of the balance or residue Any 
of disposable income remaining 4] ‘vee 
selected stages of expenditure.” Fast 
Second is “the importance Of) wi, 
the changing composition of thé om 
market as the proportions ° ie 
spending power at these {oul 
stages shift between the variou sets 
income classes and between tM] stick 


farm and non-farm populatiOD@) mes 
Third, “the possibilities of PTH) 4. , 
jecting (not predicting) the @ 


r 
fects of possible economic changé a 
—such as taxes, price levels, emg} °° 
ployment, living costs, etc. og} %% 
each segment of the popula’ 
and from this, on the total mars 
for different classes of commo?! 4 
ties.” 


Pointing out that the figures ” 
the tables have not been availa»! 
before and may be interpreted ¥ 
countless ways, the report ° 
serves: , 
_ “Over and above the signib- 
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OME. “i TWE 


AMBASSADOR | 


N london. Englond 
a Keep KEP on you tobe — buy if ar 
better grocers 


Largest Selling Souce in Britgin 


JX — Bl irs Ken 


“saul 110 


\ 


$24, up 13.4% from last year and 
43.1% from 1941 (in 1939 dollars), 
while non-farm units for “1947B” 
average $2,530, the same as last 


come in 1941. 


Creates New Division 

Sunshine Biscuits, Inc., Long 
Island City, has created a New 
England sales division, with head- 
quarters in Boston. T. L. Beattie, 
sales manager, will be in charge 
of the new division, assisted by Jo- 
seph F. Hernan. George Tigue 
has been transferred from Chicago 
Bakery to the new division to spe- 
cialize in contacting special ac- 
counts. 


year and only 2.3% over their in- | 


Bureau Tells Salada’s 
History in Newspapers 
The Bureau of Advertising, 
ANPA, has issued the story of the 
| Salada Tea Company, Boston, and 
its 55 years of newspaper adver- 
tising in its current “Advertising 
Facts.” The booklet reveals that 
Salada is the leading brand in 
New England, an area accounting 
for well over half of the U. S. 
population and “more than two- 
thirds of the tea consumption.” 
The company still retains its 
Michigan newspaper ads of 1893, 
which look much like the current 
copy; in 1946 Salada used more 
than 400 dailies in 325 cities and 
six weeklies. The dailies carried 


| three insertions a week, and 1946 


was Salada’s top sales year. 


Electric Firm Shifts 3 


F. A. Coffin, vice-president and 
sales manager, has been appointed 
vice-president in charge of sales 
of the Milwaukee Electric Com- 
pany. I. L. Illing-has been pro- 
moted from assistant sales man- 
ager to sales manager, and Wil- 
liam H. Wagner has been named 
assistant sales manager. 


Names Gordon Best 


Johnson Consumer Industries, 
Inc., has placed its advertising 
with Gordon Best Company, Chi- 
cago and New York. 


—_—_ 


AMBASSADOR—Kep sauce and Pan 

Yan pickles, products of Maconochie 

Bros. Ltd., London, England, and dis- 

tributed by John Stuart Sales in Can- 

ada, will be promoted in Canadian 

newspapers coast to coast through F. 
H. Hayhurst Co., Toronto. 
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cance of the specific information 
contained in this study is one 
basic point. That is its illustration 
of the fundamental need of think- 
ing less in terms of total aggre- 
gates and averages and doing 
more analysis in terms of the in- 
dividual blocks and segments 
within the market. 

“Disposable income, for _ in- 
stance, is an all-inclusive aggre- 
gate which obscures important 
shifts within itself.” 


Decline ‘Since 1945 


Commenting generally, the 
White report points out that a 
“spare money” peak was reached 
in 1945, that the farm group has 
had an “enormous” change for the 
better since 1939, that “the ex- 
pansion of real purchasing power 
for the less necessitous, higher 
elasticity commodities, proceeds 
slowly even in periods of rapidly 
rising dollar income.” 

For “1947B” the tables show 
total expenditures for food at 
$41,364,000,000, 
$36,650,000,000 last year and $13,- 
747,000,000 in 1939. The projec- 
tion for clothing expenditures this 
year is $18,132,000,000, against 
$17,391,000,000 in 1946. 

Automobile expenditures this 
year are projected at $17,524,000,- 
000, compared with slightly under 
$12 billion in 1946. Expenditures 
for home furnishings this year are 
projected at $17,011,000,000, 
against $16,365,000,000 spent last 
year. 

The average income per con- 
suming unit this year is put at 
$2,421, up 1.5% from last year. 
Farm consumer units average $1,- 


NO UY@s 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ods. Cardboard letters are 
evtomatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 


types to select from, each 


APE ON TOP... REMOVE FROM STICK ..uSE = 


packed in a compact, refill- 


able leatherette case. 


New 24 -Page 
Catalog 


1415 ROSCOE ST., CHICAGO 15, ILLINOIS | 


compared with 


Time, in a busy super, is literally money ... and retailers 
don't waste it. So when the biggest food merchants in the 
country —the ones that do 55% of the volume of inde- 
pendents and local chains —say they not only read The 
Progressive Grocer, but keep it for constant reference, it's 
pretty good proof that it talks dollars — and makes sense. 


Recent studies show that more than 70% keep their 


copies of The Progressive Grocer. On the average, they 


keep over a year and a half’s back issues . . . and they 


keep them on hand where they can refer to them and 


use them. 


There must be a reason for a record like that—and there is... 


The Progressive Grocer is the retailer's operating handbook. 
Month after month it gives them the latest and best informa- 


tion that can be had on food store management and mer- 
chandising . . . sound working information on how to build 
sales ... how fo cut costs ... . how to interpret and apply 
general business trends . . . how to do more business and 
how to make more money. 


That's the kind of information they look for and find in every 
issue. That's why they take the time to read it. That's why 
they keep it. That's why they act on what they read — 
because they find it profitable. 


And that's why the most representative list of advertisers in 
the food and grocery trade find it profitable to use more 
pages and invest more advertising dollars in The Pro- 
gressive Grocer than in any other food trade publication. 
It gets read. It gets used — again and again. It gets action. 


where the best retailers in the food trade 


Pocket size is compact— makes keeping copies easier. 


get their best selling information 


The 
PROGRESSIVE GROCER 


National magazine of the food trade 


—_— 


The 65,800 supermarkets and big service stores who receive 
The Progressive Grocer average annual sales of $120,000 
compared to less than $20,000 for the independents and 
local multiples not covered. Add to that 4,400 key whole- 
sale executives, buyers and salesmen; 1,400 buying execu- 
tives of corporate chains, 1,180 brokers and 160 retail and 
wholesale associations and you get coverage of 72,900 
key merchants who sell or directly influence the sale of 
90% of the volume of grocery and combination stores. 


New York + Chicago + San Francisco + Los Angeles 
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One-half Billion Dollars 
Farm Income in New England 


The total cash farm income without Government payments in New Eng- 
land for 1946 amounted to $560,315,000. In money received from dairy 
and poultry products New England as a unit ranks among the first 
one-half dozen states. In money received from potatoes and other 
vegetables it is greater than any other state. 


If your product is intended for use on the farm or 
in the farm home you should study this farm market 
area with over one-half billion dollars of buying 
power. ‘ 


To sell the New England farm market—you 
need the local influence of the Homestead. 
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Rubicam Asks Adult 
Education, Better 
Research Data 


Addressing Colgate 
Graduates, Adman 
Alerts Media Owners 


HAMILTON, N. Y.— Raymond 
Rubicam, taking. an honorary de- 
gree and delivering the com- 
mencement address at Colgate 
University here last week, de- 
clared that the first need of our 
times is adult education and 
clearer economic understanding. 

The founder and former head 
of Young & Rubicam, who cele- 
brated his 55th birthday on the 
same day he accepted the degree, 
made a strong plea for more and 
better research by all groups in 


the economy, and for better inter- 
pretation of the results of re- 
search by mass communication 
media. 

“The most pressing educational 
problem in the U. S. is the edu- 
cation of adults,” he said, describ- 
ing it as an education which “will 
express itself not only in indi- 
vidual conduct but in group ac- 
tion, and in public policy.” Not- 
ing the repeated fears of a colos- 
sal depression to follow on the 
heels of prosperity, Mr. Rubicam 
said many men believe that the 
danger “lies in our lack of knowl- 
edge and understanding of the 
workings of our own economic 
system. They believe that de- 
tailed and connected study of it 
has been for the most part no- 
body’s business. Economic 
education alone will not whip de- 
pression, but without such educa- 
tion we will never whip it.” 


Social Sense Needed 


Reminding the graduates that 
the majority of them would enter 
business and eventually rise to 
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policy-making posts, he warneg 
that “every part of our economy 
now interacts so closely with 
other parts that responsible 
judgments by the business map 
call for a range of information 
and an attitude which we are only 
now beginning to realize. .. . The 
day has gone when it was enough 
for a business leader to think anq 
act only in terms of his own com- 
pany and industry. . .. The firs; 
obligation of a business man js 
to run a successful business, by: 
he must also recognize the ob|j- 
gation toward making the enter. 
prise system serve the nation suc- 
cessfully.” 

Research is’ required on na- 
tional, regional, state and commu- 
nity’ levels, Mr. Rubicam de- 
clared, adding that universities 
should play a part in these pro- 
grams. 

“The nation owes a number of 
duties to Congress,” he said, and 
listed (1) better pay; (2) more 
|able members; (3) restraint of 
the impulse “to elect men because 
| they can play the accordion or 


/are otherwise good showmen”: 


“et ie by ' 4 
. Meme 
Lares 


~“nbhicagoe 
Aowntown 


39 South State Street 


are the Cream of the 
Chicago Market 


Your advertising story in the Chicago 
Downtown Shopping News is HOME 
DELIVERED to over 625,000 ‘‘Better- 
able-to-buy”’ Chicago area housewives. 
They will read your message REGU- 
LARLY—90% of them live in the higher 
bracket rental areas and suburbs—and 
you get this 100% home delivered cir- 
culation at a milline rate of $1.20. 


For dominance 


in Chicago and 


adjacent suburbs—for scientifically con- 
trolled coverage of the higher income 


section throughout 


this market—for 


100% home delivered circulation—write 
today for details of the Shopping News 
merchandising and advertising plan 
aow being used at great success by 40 
other important national advertisers. 


Chicago 3 


hopping Hews “99% 22m 


National Representatives 
JAMES A. COVENEY CO. 


NEW YORK 
501 Fifth Ave., Zone 17 
Phone Murray Hill 2-8404 
BOSTON 
89 Broad St., Rm. 515 
Phone Liberty 4160 


CHICAGO 
39 S. State St., Zone 3 
Phone Franklin 8619 
ST. LOUIS 
316 N. 8th St., Zone 3 
Phone Chestnut 2400 


| (4) “more technical staff aid in 
| studying problems and sifting evi- 
dence and argument.” 

Congress owes it to the country 
to complete its reorganization and 
to implement machinery to resist 
group pressures and policy com- 
plexities, he thinks. 


Discusses News Media 


| 


_ But’ research is __ ineffective 
| where its results:are not widely 
| disseminated; in its present form 
“it will never be effective with 
| average people. Simpler and less 
|dull techniques must be applied. 
It is too easily assumed that com- 
| plicated and intellectual subjects 
|do not lend themselves to pop- 
ular presentation in any adequate 
degree. The best pictorial jour- 
nalism and motion pictures are 
disproving this daily on difficult 
scientific subjects.” 

On the media which spread the 
data developed by the research, 
Mr. Rubicam said: “New study 
needs to be given to the relative 
emphasis which mass media put 
on different types of news and 
|features. Study throughout the 
‘units of the press is needed with 
|regard to the division between 
‘local, national, and international 
news; and with regard to the divi- 
|/sion between content which will 
‘help people to fuller understand- 
| ing of public policy problems, and 
|content which is purely enter- 
| taining. 
| “The best of our papers and the 
| great news services are doing 4 
| remarkably and increasingly able 
| job, but how does the average 
| paper stack up? How heav) 
| should newspapers be with comics 
|while omitting the full text ol 
Presidential speeches? Are radio 
'networks justified in a rule tha! 
‘the facilities of all networks wil! 
/not be extended to governmen! 

officials other than the Pres!- 
| dent?” 
| Mr. Rubicam, who retired fron 
| Y&R last year, is now chairman 
“of the research and policy com- 
/mittee of the Committee for Eco- 
|/nomic Development, and vic 
|chairman of CED’s board of | 
| tees. 


_—— 
‘Elects Hancock 


John M. Hancock, partne: 
| Lehman Brothers, has been elec'¢¢ 
|chairman of the board of 
| American Management Ass 
| tion, New York. Alvin E. D 
|} has been reelected for the 
|term as chief executive, 
| Harold B. Coes, vice-presid« 
| Ford, Bacon & Davis, New Y 
has been named chairman 0 
executive committee. 


Bank Appoints Cody 
Robert J. Cody, formerly 0! 
advertising sales staff of the ©’ 

gon Journal, Portland, has 
appointed assistant to the ad 

| tising manager of the Anglo-Ca''- 
| fornia bank, San Francisco. 
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SELF-SERVICE —In a Toledo super- 

market test, these new Jumble Pack 

apple cartons, made by Ohio Boxboard 

Co., did a successful display and sell- 

ing job. Green and white with windows 

of Goodyear Pliofilm, the cartons can 
be shipped flat to the packer. 


Kling Studios Names 2 


John A. Janssen has joined the 
motion picture and slide film di- 
vision of Kling Studios, Inc., Chi- 
cago, as head of the scenario de- 
partment. Jerry Bowen, manager 
of Kling’s Indianapolis studios, 
has returned to the Chicago 
studios as managing art director. 


(ADVERTISEMENT) 


$75 Newsletter 
fo be Tab-size 


Newsprint Stock _ 
Hits New Low 


NEw YorK—Daily newspapers | 
reporting to the American News- | 
paper Publishers Association had 
stocks of newsprint on hand and 
in transit representing an aver- 
age of 28 days’ supply at the end 
of May, 1947, the ANPA reported 
last week. 

It was the shortest supply in 
ANPA’s records. 

The 28-day supply compared 
with 32 days’ at the end of May, 
1946, 43 in 1945, 36 in 1941. 

Dailies reporting consumed 
302,994 tons of newsprint during 
the month, compared with 261,- 
484 tons in May, 1946, and 260,827 


newsprint consumption in the|it became a division of Owens- |! 
U. S. for the month was 415,060 | Illinois, is sales manager of the 


tons; for the first five months of | container and accessories division, | 
1947 estimated use of newsprint |29d Mr. Rhein, sales manager of | 


: | the scientific glassware division of | 
Fe een ene ponte ews | the, Kimble Glass’ Company, wil 
p & ‘”’~| continue in that same capacity. 
papers used 1,427,973 tons, an in-| wr. Charlesworth, vice-president 
crease of 15.9% over the 1946 pe- | of Kimble, has been named sales 
riod, and 16.9% over the same! manager of the tube and rod di-| 
period of 1941. vision. 


Owens-Illinois Names 


3 to Kimble Division 


E. B. Dennis Jr., Edwin J. Rhein | appointed to handle an advertis- | 
and Edward W. Charlesworth have | ing and promotion campaign with | 
been appointed division sales|a goal of $135,000 and 5,000 mem- | 
managers of the Kimble Glass di-| bers for the Portland Symphony | 
vision of Owens-Illinois Glass} Society, which is celebrating its | 
Company, Toledo. 25th anniversary. Spot announce- | 


. ° " | 
Mr. Dennis, who served as sales | ments on seven local stations will | 


| 
Gets Symphony Account © 
Short & Baum Advertising | 
| Agency, Portland, Ore., has been | 


in May, 1941. Total estimated 


manager of the container division | be used, followed by newspaper, | 
'of Kimble Glass Company before | radio and outdoor advertising. 


Hardgoods Weekly 


Changeover Opens 
Columns to Ads 
for First Time 


New York — MopERN DISTRIBUTION, | 


weekly eight-page illustrated newslet- | 
ter, will become a weekly newspaper | 
carrying advertising effective with its | 


ssue of September 15, 1947. 

Starting in newsletter format in 
fune, 1944, MopDERN DISTRIBUTION has 
uready built a paid circulation 


at the | 


rate of $25 a year—of more than | 


10,000 among leading hardgoods whole- 


salers, chain-store organizations, large | 


department stores, mail-order houses, 
nufacturers controlling retail out- 
t buying syndicates, cooperatives, 
and export houses and overseas buyers. 
In its new form, limited to a maxi- 
mum of 32 pages an issue including 
advertising, MopERN DISTRIBUTION will 
become the first truly horizontal ad- 
vertising medium in the field of hard- 


soods distribution for such products as:: | 


Auto Accessories & Parts 

Building Materials 

Chemicals, Insecticides, etc. 

Containers 

Electrical Appliances & Supplies 

Farm Equipment 

Giftwares 

Handtools 

Hardware 

Housewares & Furniture 

Mill Supplies 

Office Equipment & Supplies 

Paints, Wallpaper, Glass 

Petroleum Products 

Plumbing, Heating, Air Conditioning 

& Supplies 

Sporting Goods 

Toys & Games 

Plus these products and_ services 
hought for use rather than resale by 
MD readers: 

Insurance & Financial Services 

Material-Handling Equipment 

Office Equipment & Supplies 

Trucks & Trucking 


8500 to 80% Volume 


Proof that MD has established a 
record for pulling power is afforded by 
cores of letters, spontaneously written 
to the publishers from manufacturers 
Vhose new-products announcements 
ive appeared. 

It is estimated that 8,500 wholesalers, 

‘in-store organizations, department 
tores, mail-order houses, and buying 
yndicates control the distribution of 
‘pproximately 80% of all hardgoods 


old in the U. S. Now the advertiser | 


will be able to reach 80% of his poten- 
tial distribution in one publication. 


A competent representative from our 
earest advertising office will be glad | 

» discuss with you how MopErRN Dis- 
RIBUTION can help to keep your plant | 
( your client’s) producing profits to- | 


I 


Last year The Press 


linage than any other paper in the country except one 


1,215,000 lines. 


more national grocery linage than the other two 
Pittsburgh papers carried in 13 issues. That’s because 


The Press moves me 


HOW THE PRESS REACHES THE BUCKS 


Survey report: 72% 


bucks in checking accounts read the daily Press; 82% read the 
Sunday Press. Best showing of any other paper was 54%. If you 
want people to spend some of those bucks for your product, 


advertise in the pape 


rrow by broadening and re-ener- | 


“Zing your distribution, today. To see 


printed dummy write, phone or wire 


of these offices: 347 Madison Ave- 


ue, New York 17% 20 North Wacker 


‘rive, Chicago 6; Union Commerce 
Suilding, Cleveland 14; 1411 Walnut 
Stree Philadelphia 2; 68 Post Street 
Francisco 4; 684 South Lafayett« 


Sar 


I 


thodes-Haverty Building, Atlanta 3. 


> | REPRESENTED BY the National 


Newspapers, 230 Park Avent 
City. Offices in Chicago, Cinci 
Fort Worth, Philadelphia, Sc 


‘ark Place, Los Angeles 5; 1722 


You could, if you prefer, get further 
ntormation and advertising rates by 
-ontacting Milton W. Lightcap, Direc- 
‘Or ot Advertising, MODERN DIsTRIBU- 


ON 


Advertising Department, Scripps-Howard 


Buch up 


YOUR PITTSBURGH SALES 


THE WAY LEADING GROCERY FIRMS DO... gdwertine in. 


The Pittsburgh Press 


carried more national grocery 


a \\\ 


The Press, in 7 issues, carried 


rchandise off grocers’ shelves. 


of Allegheny County people who have their 


r they read ... The Press. 


VERT 
Si 
N TOTAL ADVERTISiNg§ 


ue, New York 
nnati, Detroit, 
in Francisco. 
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GONE MADISON AVE. * NEW YORK 10, N.Y. 


Appoints Lieb 

Joseph C. Lieb, formerly with 
| Batten, Barton, Durstine & Os- 
born, has been named an account 
executive of Kastor, Farrell, Ches- 
| ley & Clifford, New York. 


Tacoma Agency Moves 


O’Connell-Ragan Company, Ta- 
coma, Wash., agency, has moved 
its offices from 602 Puget Sound 
Bank building to the Exchange 
| building, 10th and A Sts. 


3,000,000 


LEADS AMONG THE LEADERS OF TODAY...AND TOMORROW 


.. ALL MEN * 


X% with apologies to 
the 2,000,000 women 
readers Daniel Starch 
Says we have. 
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Mushrooming Radio Stations 
Cause Increasing Concern 

WasHInGcton—There is at least 
one power the FCC does not want 
—the power to decide how many 
stations each community can sup- 
port. The matter was thrashed 
out before the House appropria- 
tions committee after several 
broadcasters complained that FCC 
is creating so many new stations 
that a lot of broadcasters are 
likely to go broke. 

Commission efforts to hold 
down competition would involve 
intolerable regulation, Chairman 
Charles Denny warns. Besides 
data on population, trade and 
business facts for each commun- 
FCC would unquestionably 


By STANLEY E. COHEN, Washington Editor. 


have to go into operating inti- 
macies, such as salaries and pro- 
gram costs. 

Though the commission will not 
refuse a qualified applicant, where 
a channel is available, it is plan- 
ning to provide some new facts 
about radio which may dispel the 
notion that it is an easy way to 
strike it rich. A new economic 
survey, covering costs and reve- 
nues of stations created since 1945, 
will give the 1,114 “in the waiting 
line” something to think about. 

In any event, Mr. Denny be- 
lieves the postwar rush into radio 
is tapering off. More standard 
stations were created last year 
than in the entire 11 preceding 
years. Moreover the 1,114 pend- 
ing AM applications on April 1, 
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was an all-time peak in unfilled 
orders. Add to this more than 
700 FM and 64 television stations 
already authorized, for an inkling 
why “a lot of broadcasters 
likely to go broke.” 

ok * ck 


Continuing record consumption 
of oil startles government officials. 
and raises the possibility of steps 
to discourage additional domestic 
and industrial conversion to fuel 
oil. Current use, averaging 5,733,- 
000 barrels a day, considerably 
exceeds the wartime peak of 5.,- 
576,000 barrels. Any breakdown 
in production or in distribution 
will mean critical industrial short- 
ages, and “no gas” signs. Home 
owners may find fuel oil hard to 
get unless they already have full 
tanks, and a signed contract with 
a supplier. 


are 


* * * 


In eliminating the Office of 
Government Reports, Congress 
may be voting to “kill Santa 
Claus.” OGR is largely a “house- 
keeping” outfit. Except for its of- 
fice of advertising liaison, it is not 


Europe 
the str 


The 
liquor 
ibly al 


4 BATTEN, BARTON, DU 


CONTINENTAL ta 


Finest beer we ever brewed 


Designed for 


THE F. & M. SCHAEFER BREWING CO. 
by 


RSTINE & OSBORN, INC. 
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fficials. Pquestions blindly addressed “U. S. 
f steps GGovt., Washington.” 

mMestic aie, 

to fuel Some of the best informed busi- 
5,733.- Eness observers feel foreign policy 
lerably Bmay soon be a big headache to 
of 5,- Ebusiness. Privately they see noth- 
kdown Ging but Big Govt. and Big Taxes 
ibution Ewhile world conditions remain 
short- funsettled. They note that the GOP 


agency. Half the OGR budget is 
for a daily summary of radio com- 
mentators and newspaper edi- 
torials, for the White House and 
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, propaganda or public relations 


Congress. Other major OGR tasks 
include the government informa- 
tion service, which handles all 


economy drive fell short of clip- 
ping $4 billion from the 1948 bud- 
get. Big new European rehabili- 
tation proposals this summer, run- 


Weinberg Appointed 

Milton Weinberg Advertising 
Company, Los Angeles, has been 
appointed to handle the account 
of Flamingo Mfg. Company, 
Hollywood, which has been or- 
ganized through the purchase, by 
Joe Jacobson, former West Coast 
manager of Toni Company, of 
Seal Cote Company, Zuni Nail 
Products and Flamingo Sales 
Company. Louis Herzberg, for- 
mer owner of the three com- 
panies, is no longer affiliated with 
them. 


Hartwig Appoints Stefan 


Edward J. Stefan has been ap- 
pointed vice-president and gen- 
eral sales manager of Hartwig 
Displays of Milwaukee, specialist 
in national convention exhibits 
and national advertising displays. 


23 


the state supreme court last fall,| levy for both wholesalers and re- 
have been replaced by a $2 a year | tailers. 


Schaaf Appointed; 
Agency Adds Account 


Miv Harbour Schaaf, formerly 
advertising director of House of 
Plate, compact and plastic gifts 
manufacturer, has been named an 3 
account executive in the San 
Francisco office of West-Marquis, ee 
effective July 1. a 

The agency’s Los Angeles of- : 
fice has been appointed to han- : 
dle the advertising campaign of ; 
the Hollywood Citizen News. 


phe record each month 


of the finest perfume 


Passes Margarine Law ‘ 


New legislation, which con- 
tinues state regulations on oleo- 
margarine but eliminates $500 and 
$100 license fees for wholesalers 
and retailers respectively, has 
been passed by the Pennsylvania 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY 


ee 


legislature. The higher license 
fees, declared unconstitutional by 


be. 


ning $5 to $7 billion, raise a de- 


bate: “As a security measure, is | 
European reconstruction worth) 
the strain on our own economy?” | 

* co * | 


The Capper Bill to prohibit 
liquor advertising was kept vis- 
ibly alive last week, when a spe- 
cial Senate interstate commerce 
subcommittee was instructed to 
prepare a new version skirting 
2 “freedom of the press” objections. 
The full committee chairman, Sen. 
Wallace White (R., Me.) acknowl- | 
edged thousands of telegrams and 
letters supporting the bill, but re- 
fused to say whether the rewrite, | 
by Sen. Clyde Reed (R., Kans.), 
would come up this session. 

a a ” 


FTC was squaring off for a fight 
to the finish with United Artists| 
Corporation, over advertising for 
the British motion picture “The 
Life and Death of Colonel Blimp.” 
On the ground that the film had 
been cut from 14,700 to 8,400 feet, 
FTC felt ads should have pro- 
claimed an “abridged” version. | 
United Artists holds that the edit- 
ing was none of the commission’s | 
business. Since FTC has raised a | 
similar issue with publishers of | 
reprint books, it will spare no ef- 
fort to establish its point. 

tk * oe 


The House small business com- 
mittee is pushing a Justice Depart- 
ment probe of large tire produc- | 
ers. Following closed door con- | 
ferences, the committee said that 
it will know by Aug. 1 whether 
anti-trust violations are enabling 
the big companies to squeeze 300,- 
000 tire independents. Tire deal- 
VC ers claim to be badly hurt by 
: ‘ company owned outlets and by | 
private brands sold through mail 
order houses. The committee, | 
failing to get an anti-trust rem-| 
edy, will turn to special interest | 
legislation. 


Passes 70 Year Mark 


The New Orleans Item,- organ- 
ized by 11 unemployed printers | 
in 1877 to publish local news or | 
“city items” exclusively, recently | 
celebrated its 70th birthday with | 
an editorial recalling its history. | 
It has not missed a _ publication | 
day in 70 years. | 


organs, price ye now 
last longer! Wr" 
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 WEBENDORFER 


KANSAS CITY 6, MO 


Focus Your National Advertising 
on Your Local Dealer 


Your advertising in general media sells the prospect on the desirability 
of buying your product. But it’s up to your dealer to close the sale. : 


Direct Mail from your local source to responsive local prospects is the 
action medium which cashes in on your national campaign. 


Donnelley Dealer Help campaigns will 


. amplify your general story, and stimulate immediate action 
through powerful promotion, individually directed. 


... focus attention on your local source of supply through local- 
ized appeal and dealer identification. 


. direct your best prospects to the right dealer by experience- 
proved methods of neighborhood prospect selection. 


Donnelley has for your immediate use the correct names and addresses 
of more than 24,000,000 families in the United States. The records 
reach into every city, town and rural route. They may be dovetailed 


into a comprehensive national program, or used sectionally or in any 
combination of local promotions. 


Donnelley’s service is complete. It includes creative planning and 


merchandising, printing, servicing and mailing. 


THE REUBEN H. DONNELLEY CORPORATION ‘ 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


305 EAST 45th STREET 


727 VENICE BOULEVARD 
NEW YORK 17, W. Y. 


LOS ANGELES 15, CALIF. 
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DIG INTO 


this question of- 
— retail food media 


You'll find 
the grocery and 


super-market chains 
are reached by the 


Grocery EXECUTIVES Edition ana 
Grocery Store MANAGERS Edition 


of 
CHAIN STORE AGE 


‘Hogan to Archer Rubber 


Thomas F. Hogan Jr., formerly 
|sales supervisor of the Vanta 
Company, has been named New 
| England sales manager of Archer 
|Rubber Company, Milford, Mass. 
|He will direct the promotion and 
|merchandising of the Royal Archer 
| line of waterproof baby pants and 


| associated items. 


‘To Manning & Russell 


| Ross Industries, San Francisco, 
|maker of frozen confections, has 
|named Manning & Russell, San 

Francisco, to handle all of its ad- 
| vertising. 


Gets Shoe Account 

Bresnick & Solomont, Inc., Bos- 
ton, has been named to handle 
the advertising of Slax Footwear, 
Inc., Quincy, Mass. 
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SURPRISE PARTY—Advertising and publishing friends gave a surprise 50th birthday party in honor of George Whiteside, me 
of Parker Pen Co., at the University Club, Chicago, May 29. Seated left to right around the table, are Samuel R. Penfield 9 ~ i 
Curtis Publishing Co.; Frank Brodsky, Pepsodent Division; Jack Casey, Architectural Record; Harlan G. Greenfield, The P. 
American Weekly; George Whiteside; Paul Fish, Nancy Sasser's Buy-Lines; Arthur Collins, Parade; Ross Gamble, Leo § US!" 
Burnett Co., and Ken Dennett, O'Mara & Ormsbee. Standing: Jack Rutherford, Fortune; Lionel Moses, Parade; Harry § was 
King, Chicago Tribune, and Nate Whiteside. Ne 
clud 
has been appointed service di-| coatings, insulation and industria) J Rob 
Mason Forms Agency . |rector of ine hoe agency. mere ny Business papers and di- § gené 
a eee = a ney —penemenceetin rect mail will be used. vice 
te) wn . so : . LESS eae . 
Co. Baltimore, advertising con- Insl-X Appoints Martin A Net kt M S os 
sultant, before the war, has estab- George Homer Martin Associ- gency Network to Meet den 
lished a new advertising agency, | ates, Newark, has been appointed The National Advertising Scht 
|Jess Mason Advertising, in the|to handle the advertising of Insl-| Agency Network will hold a con- of 
| Professional building, 141 E. Mar-|X Company, Ossining, N. Y.,man-/ference in French Lick, Ind. J vice 
'ket St., York, Pa. Fred J. Stauffer|ufacturer of synthetic rubber|June 25-29. wes 


The new official survey on air mail increases across the the 
country listed Miami in top position in its ratio of Business a 
Mail to Personal Mail, far ahead of Los Angeles and ob 
Chicago. che 

nol 
der 

As a barometer of business and sales activity, this 2 
"red border" record shows our population center eager for a 
immediate action . . . and 100% merchandise-minded. ure 
Sales fly in this market! —_ 

iT 
T 


The Miami Herald leads all Florida in newspaper reader- 
ship—No. 1 in news, circulation and advertising . . . One 
of America's greatest selling forces . . . 12 months of every 
year! { 


Che Miami Herald|) 


John S. Knight, Publisher a 


National Representatives: 
STORY, BROOKS & FINLEY 


"Greater Miami— h 
An International Market" 5 
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| gravy: Our meat 16 the rich and nourishing es 
| Louisville Trading Area, which does more pusi- 
| ness than the balance of Kentucky, all boiled down 
| and concentrated! i. grab plate and sit 
| down at our groaning board. Somebody else cav 
| do the skillets! 
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Lewis A. Weiss | 
Named Chairman > 
Of Mutual Board — 


Cuicaco—Lewis Allen Weiss, 
vice-president and general man-| 
ager of the Don Lee Broadcasting | 
System, has been elected chair- | 
man of the board of directors of | 
the Mutual Broadcasting System | 
at a meeting here. Mr. Weiss) 
succeeds Alfred J. McCosker, 
board chairman since Mutual was 
founded in 1934. 

J. R. Poppele, vice-president in 
charge of engineering at WOR, 
was named board member to suc- | 
ceed Mr. McCosker, who will de- | 
vote himself to his duties as con-| 
sultant and adviser to WOR. 

Elected vice-chairman of the | 
Whites; Mutual board was Theodore C. | 

serie Streibert, president of WOR. E. | 
field The § P: H. James, director of adver- | 
nble. Leo | tising, Promotion and research, | 
Je; Harry § Was also elected a vice-president. | 
Network officers re-elected in- | 
———.. § clude: Edgar Kobak, president; | 
rdustria] | Robert Swezey, vice-president and 
and di- § general manager; Phillips Carlin, 
vice-president in charge of pro- 
grams; Z. C. Barnes, vice-presi- 
Meet dent in charge of sales; Robert 
vertisine Schmid, vice-president in charge 
i acon. § of station relations; Ade Hult, 
k, Ind. § vice-president in charge of mid- 
west operations; A. A. Schech- 
ter, vice-president in charge of 
news, special events and press; 
James E. Wallen, treasurer; and 
Elbert M. Antrim, secretary. 


Apple Tax Bill Defeated 


in Pennsylvania Senate 

Legislation to create a_ state 
apple board and tax apple pro- 
ducers to finance an educational 
and advertising program designed 
to increase consumption of Penn- 
sylvania apples was defeated by a 
vote of 19 to 29 in the state senate 
last week. 

The proposal, sponsored by the 
Pennsylvania Horticultural Asso- 
ciation, would have levied a one- 
cent-a-bushel import on apple 
growers to pay for the state-ad- 
ministered advertising program. 
The bill was passed by the house 
in April. 


Form Cherry Institute 


At the annual meeting of the 
Michigan Canners Association in 
Traverse City, the growers and 
packers of red tart cherries from 
the producing states established a 
national industry organization to 
be known as National Red Cherry 
Institute, with headquarters at 332 
S. Michigan Ave., Chicago. The 
object of the new group will be 
the expansion of sales of red tart 
cherries through a cooperative ad- 
vertising campaign. Karl S. Rey- 
nolds, Sturgeon Bay, Wis., is presi- 
dent of the new group. 


34 Subscribers to BMB 
Thirty-four more stations have 
subscribed to the Broadcast Meas- 
urement Bureau’s Study No. 2, 
i the total subscriptions to 


The ACTION Display-Way 
To = Your Sales! 


Doto-Sho 


ELECTRIC TURNTABLES 


TURNS 
THREE 
TIMES A 
MINUTE 


A ROTO-SHO action display packs 
many times more selling punch 
than any “still” display. . . . So, 
when you plan a point-of-sale pro- 
motion develop it around ROTO-SHO, 
the most famous all-purpose electric 
turntable. All steel, it carries up to 
200 Ibs., operates on 110 Volts A.C. 
Equipped with 18” table. National 
advertisers and their agencies are 
invited to write us for literature. 
Interesting quantity discounts avail- 


CeNeRAL DIE AND STAMPING 
266-E Mott Street, New York 12, N. 


Alfred G. Vanderbilt 


‘New Chairman of Eton 


Alfred G. Vanderbilt has been 
elected chairman of the board of 
Eton Publishing Corporation, New 


|York. The company publishes 


Young America, National News 
Weekly for Youth and Young 
America Teacher. The corpora- 
tion is planning two new publica- 
tions, Young America Reader and 
Young America Junior Reader for 
fall. Young America Films is an 


affiliate of Eton. 


McPherson Joins Marsh 


Malcolm Douglas McPherson, 
formerly vice-president of a New 
York advertising agency, has 
joined Marsh Photographic Stu- 
dios, Cincinnati, as sales manager 
and idea consultant. 


‘Look’ Boosts Perkins; 
to Open Frisco Office 


Don Perkins has been appointed 
advertising manager of Look, suc- 
ceeding Warren Mayers, resigneu 
Mr. Perkins has been with Look 
since the founding of the maga- 
zine in 1937 except for three years 
of service with the Navy. 

Vernon Myers has been named 
assistant advertising manager. He 
joined the magazine in 1938, left 
for Army service in 1943, and 
upon his return was named West 
Coast advertising manager. Look 
will open a San Francisco adver- 
tising office next month. 


Kohorn Appoints Gotham 
Oscar Kohorn & Co., New York, 


rayon machinery, has appointed | 
Gotham Advertising Company, | 


New York, to handle its account. 


RCS Giant Prints tell a 
graphic story in a BIG 
way! Smart advertising 
for you in display rooms, 
windows, conventions! 
No special copy required 


3 to produce them for you. 
; , a 
a 


all industries in need of materials handling equipment, 

regard with respect the editorial authenticity of Distribu- 
tion Age. For practically 30 years, Distribution Age has pioneered 
the need for, and presented the application of, equipment 
required to “lift and shift” goods and materials. The Materials 
Handling Handbook issued in 1944 by the Navy Department 
reprinted 51 pages of text and illustrations from our back issues. 
Manufacturers of materials handling equipment have been quick 
to recognize this editorial authenticity. They have also found 
that their advertisements in Distribution Age reach the top 
purchasing-executives interested in and responsible for cost- 


Mia inc URERS of materials handling equipment, and 


reductions in all phases of distribution. 


Distribution Age has lifted the “blackout” on materials handling 
by providing its broad, horizontal readership with a vertical 


editorial content. 


The July issue emphasizes materials handling and each subsequent 
issue analyzes and integrates its relationship economy-wise to the 
eight basic phases of distribution. Circulation breakdown and 
rates supplied on request. 


THE MAGAZINE THA 
(100 EAST 42nd STREET © 


REPRESENTATIVES IN LOS ANGELES, CAL. 


CHICAGO, 


ae 


INTEGRATES ALL PHASES OF 
NEW YORK 17, N. Y. 


* SAN FRANCISCO, CAL. 
ILL, © PHILADELPHIA. PA. © CLEVELAND, O. 


HIGHLIGHTS FROM 
THE JULY ISSUE OF 


a 


TRENDS IN MATERIALS HANDLING 
. by Matthew W. Potts and by other 
staff consultants and experts in industry 
and distribution who will discuss the " 
efficient mechanical handling of raw 
materials and finished products . 
Better handling can expedite packing; 
speed up transportation; minimize insur- 
ance costs; keep down storage charges 
and step-up marketing. The July 
DISTRIBUTION AGE will feature many 
notable contributions to this vital subject. 


BRITAIN'S NATIONALIZATION BILL 

. by G. Lloyd Wilson, Professor of 
Transportation and Public Utilities, Uni- 
versity of Pennsylvania. There are many 
forward-looking industrialists and econo- 
mists in this country who see in the facts 
and implications of current economic 
trends a serious threat to free enterprise 
in the transportation field. Dr. Wilson's 
able article parallels the case of Britain 
with that of the United States. 


DESIGN FOR BETTER HANDLING... 
by Henry D. Cleveland, chairman of the 
board, John S. Emery, Co., Inc., who will 
discuss ship design in relation to more 
efficient cargo handling. This is another : 
contribution to Mr. Cleveland's 10-year 
plan for the over-all improvement of our 
transportation system. 


BLUEPRINT FOR ECONOMY ... by 
W. G. Leathers, National Paper Trade 
Assn. A scientific, but simple pattern for f 
efficient handling of paper and similar et 
products. The plan includes considera- : 
tion of such factors as warehouse lay- 
out, equipment, and effective use of 
manpower. 


ISTRIBUTION 


* Telephone: MUrray Hill 5-8600 


A CHILTON ) PUBLICATION 
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Adds Junior Furniture 


York & Foster, Inc., Union City, 
Pa., has entered the dining room 
furniture field with a new line of 
junior size chairs, tables and com- 
Ppanion pieces, to be known as 
Jun-ette. The line will be open 
stock and every piece will be kept 
in stock for at least five years. 
Using the theme, “The Dining 
Room That Grows,” promotion 
has been concentrated in trade 
publications, displays, dealer aids 


| and sales-training books. Stewart, 


Hanford & Casler, Rochester, is 
the agency. 


R&R Boosts Moyer 


Ruthrauff & Ryan, New York, 
has appointed Ben L. Moyer as 
media manager and added Nor- 
mand J. D’Esterre Jr. as space 
buyer. 


D’Esterre was formerly with 


PROOFED 
FROM PLAT 


’ THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 


WHITEHALL 5957 


NEW NIAA OFFICERS—Wm. A. Marsteller, Edward Valve & Mfg. Co., new 
board chairman of National Industrial Advertisers Association (second left), and 
Bernard Dolan, Peter A. Frasse Co., new NIAA vice-president, with their wives. 


‘Record’ Names Allison 


Burch Allison, formerly manag- 
ing editor of the Catawba News- 
Enterprise, Newton, N. C., has 


| been named advertising manager 


of the Daily Record, Hickory, 
N. C., succeeding Poynter Mac- 
Voy, who resigned to accept an 
appointment at Indiana _ Uni- 
versity. 


Three Join Bureau 


The Kansas City Star, the Re- 
view, Alliance, O., and the Bridge- 
port Sunday Herald have joined 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers As- 
sociation. Bureau members now 
account for 82% of the 53,000,000 
total circulation of U. S. and 
Canadian daily newspapers. 
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Cut FTC Finance 
Funds; OPA Data 
To Be Published 


WASHINGTON — Another sizable 
amount of OPA statistical materia] 
will become public in the near fy- 
ture with the release by the Feq- 
eral Trade Commission of a specia] 
study covering the financial opera- 
tions of 4,100 corporations from 
1941 to 1945. 

Based on the accounting ma- 
terial collected by OPA in con- 
junction with its price contro] 
work, the big report is designed 
to bridge a gap since 1940, when 
FTC made its last prewar study 
of corporate financial operations. 

Meanwhile a postwar report on 
corporate costs and profits cur- 
rently under way at FTC, cover- 
ing 1947, may never be completed 
if the Senate sustains House ac- 
tion eliminating FTC budget funds 
for this type of work. 


Continuing Studies Doubtful 
Under a program worked out by 
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tay 
3 


ICTURE OF 


_ 2pls Chevetid  PMTSBURGH 


THE 3-BILLION DOLLAR MARKET 


Obviously, 1t takes a lot of footwork, as well as headwork, to develop a market 
Operating pattern where over three billion dollars in retail sales are involved—where 
over two million people live. @ It was well worth 


ee 


PITTSBURGH 


Sun-Telegraph 


OUTSELLS because it EXCELS 


R REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE - Offices in Principal Cities 


every single step, however, for it produced the most 
practical, most valuable sales tool ever devised for 


thorough cultivation of the rich Pittsburgh 


market. @ A representative from our newspaper, 
or Hearst Advertising Service, will gladly 
show you the wealth of information in 
this manual, which saves you 
years of work and planning 


This Modern Market Operating 
Pattern Supplies Basic Data and | 


Map Visualization 


® 41,156 Retail Outlets 
classified 


® Maps for 30 city sales 
divisions 


@ 151 Shopping Centers 
and Streets mapped 


® Maps for 6 Suburban 
Sales Areas (in color) 


® All Economic Information 


the Budget Bureau to eliminate 
the overlap in statistical activities 
of governmental agencies, corpo- 
rate financial reports were to be 
reserved to FTC and the SEC. 

In one swoop last weekend, the 
House appropriations committee 
wiped out the entire government 
program on such statistics, depriv- 
ing both FTC and SEC of appro- 
priations for that purpose. 

The Budget Bureau program 
called for the accumulation by 
SEC of financial figures of 2,000 
large companies with registered 
securities; FTC was supposed to 
gather data from 8,000 representa- 
tive smaller companies. 

Compilation of the “war profits” 
report covering 1941 to 1945 had 
begun at OPA, and was trans- 
|ferred to FTC last January with 
| the beginning of OPA’s liquida- 
| tion. 
| Other OPA statistical work went 
to Commerce, where a series of 
|about 29 individual industry re- 
|ports have been put in form for 
the public printer (AA, June 2). 

Most OPA reports are destined 
for the national archives by June 
30. 


Cat Food Account 


Resumes Promotion 


Coast Fishing Company, Wil- 
mington, Cal., has resumed na- 
tional advertising on Puss ‘n 
Boots, a cat food. The new cam- 
paign broke with a full page in 
the June 16 Life and will follow 
with an ad in The Saturday Eve- 
ning Post in early July. Those 
two magazines will carry regular 
insertions throughout the _ re- 
mainder of the year in full- and 
half-page space. 

Baker and Hosking, New York, 
is the agency. 


Form Botsford & Billard 


Botsford & Billard, a new pub- 
lic relations firm, has opened of- 
fices at 31 W. 47th St., New York. 
Harry Botsford, president; for- 
merly editor of Ships Magazine, 
has organized community and 
public relations programs for 4 
number of industries. Jules B. 
Billard, vice-president, formerly 
was with Hill & Knowlton, New 
York. 


Adds Clarke, Whiteman 


George T. Clarke, formerly as- 
sistant sales promotion manager 
of Look, has been appointed 
circulation promotion manager 0 
Scholastic Magazines. Richard 
Whiteman has been named adver- 
tising manager of the American 
Vocational Journal. 


Mirguet to Plymouth 

Joseph C. Mirguet has joined 
Plymouth Rubber Company, Can- 
ton, Mess., as sales manager 12 
charge of the sundries and plas- 
tics divisions. Mr. Mirguet re- 
cently resigned as vice-president 
of Hickok Manufacturing Com- 
pany, Rochester. 
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How to Prepare 


Annual Reports 
Told in Study 


New YorK—Corporation finan- 
cial reports should subordinate 
promotional material. They should 
be attractive but not so much that 
they look like advertising bro- 
chures. 

This suggestion is made in a| 
new American Management As- | 
sociation research report titled 
“Preparation of Company Annual | 
Reports.” It describes how many | 
large and small companies pre- | 
pare and publish annual reports, | 
reveals trends in handling finan- | 
cial material and in presenting the | 

“non - financial narrative,” and) 
makes suggestions for preparing 
reports, 

The volume stresses that the | 
reports should be based on thor- 
ough analysis first of the various | 


“publics” to which the reports go} 


—employes, general public, pub-| 
lications, financial houses and 
customers as well as stockholders. | 
Some problems involving differ- 
ent segments of audiences can be. 
reconciled, the AMA book sug-— 


gests, as for example by writing | 


“down” to stockholders, who often 
know little about their companies, 
whiie writing “up” to employes, 
who should not be presumed less 
intelligent than stockholders. 


Pitfalls Listed | 
Among pitfalls warned against 


are: (1) inadequate financial | 
data; (2) triteness; (3) triviali- 
ties; (4) too few pages; (5) | 


“global thinking” in which nearly | 
everything except the affairs of | 
(6) 


the company are described; 
cheap printing, etc. 


The volume suggests that an- | 
nual reports should pay more at-_ 
tention to explaining the meaning > 


of profits statements because of 


widespread misunderstanding of | 
particularly by employes. | 


profits, 
Profits must be explained in re- 
lation to other financial data, it 
suggests. Various criticisms and 
defenses of “pie charts’ and other 
chart and graph illustrations are 
given in the volume. 


compiled from various’ sources 
covering stockholders’ preferences 
for various types of information, 
average number of illustrations 
in annual reports, etc. Discussion 
of advertising, it says, may cover 
statements of general policy, type 
of copy used, media used and re- 
sults of campaigns. 

Copies may be obtained by non- 
members of the association for 
$3 at 330 W. 42nd St., New York. 


Assumes Management 


Lee P. Loomis, president oF Lee 
Stations, 
present, active management 
and WTAD, Quincy, Ill. The posi- | 
tion was formerly held by the late 
F. C. Eighmey. 


Chain Store Men 


Secause they want information | 
about asd business. 


That's why your advertis- 
ment gets quicker action! 


|Z SPECIALIZED EDITIONS 
\ for executives ae 


and store managers 


It contains numerous statistics | 


has taken over, for the} 
of | 
Station KGLO, Mason City, Ta., | 


Now Dabney Pharmacal | 


Hoosier Pharmacal Company, 
Indianapolis, has changed its | 
name to Dabney Pharmacal Com- | 
pany, Inc. Dr. Bernard J. Lud- 
wig has joined the company as | 
technical director. 


Ranson Joins Jones 


B. B. Ranson III, formerly ac- 
count executive with Cecil & Pres- 
brey, Inc., has joined the New 
York office of Ralph H. Jones 


|Company in the same capacity. 


7 
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Moyer Named Manager inane. Other officers are: T. L.;geles Downtown Shopping News, 
- Pe ad _ . y . 1 = ; 
The News and Petrict. Harris- omberger, account executive of | second vice-president, and James 


West-Marquis, Inc., first vice-| A. Aitken, advertising manager of 
president; Richard C. Russell, ad-|the Broadway Department Store, 
| vertising manager of the Los An-! secretary-treasurer. 


burg, Pa., has promoted Homer E. 
Moyer from advertising director 
to general manager, succeeding 
Charles H. Morrison, who died 
suddenly several weeks ago. 


Adclub Elects Christie 


John R. Christie, director of | 
public relations and advertising of | 
Citizens National Trust & Savings | 
| Bank, has. been elected president | 
| of the Advertising Club of Los! 


Your advertising to a 
most profitable field through 


the most profitable medium 
will produce the best results 


GEORGE 7. HOPEWELL, EASTERN REPRESENTATIVE - - 101 PARK AVENUE. NEW YORK 
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merchandising SUCCESS! 


For nearly 20 


to realize the full potential of their national advertising 
by supplying dynamic illuminated brand identifica- 


tion signs at the point of sale. 


We have the 


facilities for pl 


complete sign program. True, we supply the brand- 


identification needs of many of the nation’s leading 


‘ay 
fy Uf 


nd that's the “Why” and “Where’”’ 


of 


years we've enabled leading industries 


advertisers. Yet we are equally equipped to serve any 


size advertiser, with a sign program that will fit any 
experience and advanced production prescribed budget. 


anning, developing, and executing a Just send us your trade-mark, logotype, or written 


outline of your requirements. We'll gladly submit 


plans and sketches without cost or obligation. 


"QUALITY Neon and Fluorescent 


Signs...in QUANTITY" 


New York Office, Circle 57570 « Chicage Office, Ardmore 9400 + Los Angeles Office, Hempstead 484! 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 
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*A sportsman with an appreciation of the 


finer things of life—and with the leisure and the 


means to enjoy them. 


Copr. 1947, SPORTS AFIELD PUBLISHING CO., Minneapolis, Minn. 
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~SPEARHEAD-> 


Don't Be Satisfied with 
Ordinary Results 


Employ our counsel and 
services to insure results 


Our large creative staff is ready to 
put their efforts to work for you... to 
design exhibits to be travelled or for 
stationary use. When designed by 
Stensgaord, your display has the pull- 
appeol that commands attention— 
creates a dramatic showing for the 
product or service. 


FREE 6 Just off the press... 
* Large 8 page bro- 
chure with 110 photographs and 
complete information about our 
Exhibit Service. Write for it today 


YOUR PROMOTION PLANS WITH 
VE EXHIBITS 


eo 


DRAMATIC EF 


ee 


FECTI 


eo 


For Toastmaster 


EXHIBITS 


kee 


Canadian Radio Airs 
_Labor-Business Series 


The first of a series of 13 labor- 
management discussions called 


was aired on the Canadian 
| Broadcasting Corporation’s Trans- 
Canada network June 18 at 8:45 


|}p.m. (EDT). 

| The first four 

| weekly series will deal with 
| prices, profits, wages and pur- 


|chasing power. 


dian Chamber ° of 
Trades and Labor Congress, and 
Canadian Congress of Labor. 


Offers Theater Prize 


The Yankee Network, Boston, 
is offering a full scholarship to 
the Wellesley College Summer 


iad INDUSTRIAL «© MARKET Theater to the writer of the best 
7 Be RY Serareree. MUSEUM ¢ CONVENTION letter on “Why I Like the 

Theater.”” New England residents 
AMERICA’S LARGEST ORGANIZATION SPECIALIZING IN MERCHANDISE PRESENTATION 


W. L. STENSGAARD & ASSOCIATES, INC. 


311 N. JUSTINE STREET « CHICAGO 7, ILL. 


from 16 to 60 who are not affil- 
iated with the Yankee Network 
or Wellesley College are eligible 
for the contest, which closes 
Aug. 16. 


Textron Names Semrad 


Textron, Inc., New York, has 
appointed Earl Semrad Jr. head 


|of the New York office salesrooms 


“Labor and Business Take Stock,” | 


at 401 Fifth Ave., succeeding 


| Henry Gross, who has been placed 


| 


in charge of Textron sales in the 
New York metropolitan area. 


| Baal aes 
programs in the Mail Service Elects 


The Mail Advertising Service 
Association of New York City has 


Representatives | elected the following officers for 
each 15-minute broadcast, with | Weinberg, Century Letter; vice- 
| speakers drawn from the Cana-| president, Hal O’Neill, Fisher Ste- 
Commerce, | yens; secretary, 


Henry Bern, Ray- 
mond Service, and_ treasurer, 
Mary Ellen Clancy, who heads her 
own firm. 


To Honor Walter Scott 


Dr. Walter Dill Scott, president- 
emeritus of Northwestern Univer- 
sity and author of the first book 
on advertising ever published, 
will be among the honored guests 
at the 1947 national convention 
of the Alpha Delta Sigma adver- 
tising fraternity, at the Edge- 
water Beach Hotel, Chicago, June 
28-30. 


ANNOUNCING 


Colorado's Own Ranch and Farm Paper 


The Colorado Rancher and Farmer will 


CIRCULATION 


FIRST ISSUE 
SEPTEMBER 
13th 


Published 
Semi-monthly 
2nd & 4th Saturdays 


Representatives—Western Associated Farm Papers, 
500 Fifth Avenue, New York 18, N. 


28 E. Jackson Bivd., Chicago 4, til. 


be edited and published strictly for Colo- 
rado and its circulation will be confined 
to Colorado. 

Colorado Rancher and Farmer, Inc., 
Denver, Colorado is a subsidiary of the 
McKelvie Publishing Company, publishers 
of the Nebraska Farmer. All the farm 
paper experience and agricultural “know 
how” of Sam McKelvie and the Nebraska 
Farmer organization has been utilized in 
the creation of this new ranch and farm 
publication. 


Sam R. McKelvie, Publisher 
Glenn Buck, General Manager 
Dick Cockburn, Advertising Manager 
Marvin Russell, Managing Editor 


Wye tha 


Beginning Sept. 13, 1947, circulation 
will include all R.F.D. box holders in Colo- 
tado. This 100 percent circulation will 


continue. until a net paid circulation of 
25,000 is reached. 


RATES 


Agate line ....... er |. 
oe en: $ 3.50 
Es icadincblelnidniatiatcesthdsdidintigbitcicentcopiee 189.00 
Pony Spread (900) lines 
black and one color.................... 250.00 
Center spread, one color.................. 378.00 
Center spread, two colors................ 428.00 
New York—Chicago—San Francisco 
Y. 55 New Montgomery St., San Fr i 5, California 


voor R@MCher 277 FANMEF ower. coo 


Advertising Age, June 23, 1:17 


Westinghouse 


Gives Appliances 
$139,093 Series 


| MANSFIELD, O. — Westinghoi se 
Electric Corporation is spendi), 
$139,093.60 in newspapers { 
month to call attention to its 
creasing production rate on home 
appliances, and to urge prospec 
tive buyers to wait a little lonve, 
for a Westinghouse, should it not 
be immediately available. 

Two insertions, each 1,500 lines, 
are running in 133 newspapers 
(total circulation: 24,133,446) of 
115 cities throughout the country. 
First advertisement, which “ex- 
plains” the popularity of Westing- 
house appliances, was run the 
week of June 2, and the second 
ad scheduled for last week. West 
coast newspapers ran the ad June 
17 and will repeat on July 1. 

Copy sketches eight appliances, 
and records the delighted com- 
ments of satisfied purchasers as a 
selling angle. In a minimum of 
reading material Westinghouse 
explains why appliances may still 
be hard to get despite increased 
production, and inserts a dealer 
angle—urges prospects to wait for 
this brand by remaining on deal- 
ers’ lists. 
| Fuller & Smith & Ross, Cleve- 
land, is the agency. 


WESTINGHOUSE OUTPUT 
HITS PEACETIME HIGH 

PITTSBURGH— Westinghouse Elec- 
tric Corporation turned out a new 
peacetime record of $58,485,244 
worth of products during April, 
‘ranging from irons and: vacuum 
cleaners to generators and steel 
mill equipment. This dollar vol- 
ume of production, as shown by 
sales billed, was $8 million larger 
than the previous high peacetime 
month of March, 1947,.and com- 
pares favorably with many war- 
time’ months. 

Production gains were spread 
generally through all divisions, 
with greatest increases made by 
the electric appliance and trans- 
‘former divisions. April billings 
from the home radio division in 
Sunbury, Pa., were up 10% over 
March, with research and engi- 
neering on a new line of radios 
completed and new models sched- 
uled to go into production soon. 


Fries Moves to Chicago 


Clem B. Fries, merchandise 
manager of special items in the 
general office of Kroger Company, 
Cincinnati, has been transferred 
to Chicago as merchandise man- 
ager. He is succeeded in Cincin- 
nati by L. A. Flinn, who has been 
with Kroger since 1933. Lawrence 
| Moore has been appointed man- 
,ager of sales planning to succeed 
| Mr. Flinn. 


Boosts Pard in Canada 
Pard dog food, manufactured 
| by the Swift Canadian Compa! 
|Toronto, will be featured in 4 
| new series of magazine and weet 
end newspaper advertisements be- 
ginning with July issues. The: 
will be “Pard is back in ca! 
J. Walter Thompson Compa 
Toronto, directs the account. 


Chain drug buyers 
ond Store managers 


look for solutions tc 
chain drug problems ir 


CHAIN STORE AG 


Drug EXECUTIVES Edition 
Drug STORE MANAGERS Edition 


Total Circulation 8,152 


91.92% Renewal Qe 
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THAT’S WHY MORE THAN 100,000 IMPORTANT PEOPLE IN THE UNITED STATES ARE READING 


The only weekly news magi p 


azine devoted entirely to reporting, interpreting and forecasting the news of world events 


| WORLD BUSINESS IS YOUR BUSINESS 


Published by United States 


News Publishing Corporation, Harold I. Behlke, Advertising Director, 30 Rockefeller Plaza, New York 20 
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Improved Service 
Held Advertisers’ 
Greatest Need 


ATLANTA — Newspapers should 
plan to give improved service to 
display advertisers at reduced 
costs to the newspapers them- 
selves, especially through better 
cooperation between the various 
departments within the publica- 
tion. Such was the opinion ex- 
pressed at a weekend ad clinic 
held here this month under the 
sponsorship of the Advertising 
Committee of the Southern News- 
paper Publishers Association. 

George Tobi, convention chair- 
man and advertising director of 
the Journal, Jacksonville, Fla., 
declared that selling newspapers 
as the No. 1 advertising medium 
should begin by improving serv- 
ice. Loyal Phillips, advertising | 
director of the Item, New Or-| 
leans, said that the purpose of the 
meeting was not to learn how to 
sell more advertising now, but to 
learn how to give advertisers 
more response from newspaper 
copy. 

Other speakers called for closer 
cooperation between the mechan- 
ical and advertising departments, 
and for more efficient handling of 
advertising copy from the time it 
is prepared until the time it ap- 
pears in the publication. Much 
waste in handling can be avoided | 
if there is greater familiarity with | 
various production steps by all) 
persons involved, including adj} 
salesmen, the group agreed. J.| 
Luther Wright, mechanical super- | 
intendent of the Item, suggested | 
that new ad salesmen spend at’ 
least one week studying mechan- | 
ical department procedures be-| 
fore starting to call on accounts. 
He also urged that stores use pro- 
duction checks 
copy to newspapers. 


Don’t Rush Color 


Although run-of-paper color ads 
represent no magic formula for 
increased response, color can be 
profitable to retail advertisers; 
however, color should not be 
rushed through production, and 
in cases where the newspaper has 
handled few color ads in the past, 
care should be taken to start with 


QOINT-OF-saLe 


Showmanship — 


before releasing | 


simpler spot color ads, according 
to J. H. Armistead, advertising 
director of the Banner Tennes- 
sean, Nashville. He pointed out 
that Nashville newspapers have 
a seven-day deadline for one ad- 
ditional color, and 12 days for 
two additional colors. 

It was also urged that news- 
paper salesmen sell not only ad- 
vertising in individual papers but 
general newspaper advertising as 
well. Salesmen were also re- 
minded that the so-called sellers’ 


market is a thing of the past, and 
that salesmen should face the fact 
that heavy competition requires 
constructive sales plans. 


Margolis Changes 


David M. Margolis, formerly 
with Reporter Publications, has 
joined the Frederick Kogos Pub- 
lishing Company, New York, as 
advertising manager of the wom- 
en’s wear division of Apparel 


Markets, the market data book for' one half years manager of Chrys- | bor. 
|the apparel industry. 


‘Four A’s Reaches 199 


William Douglas McAdams, Inc., 
and J. D. Tarcher & Co., both in 
New York, have joined the Ameri- 
|}can Association of Advertising 
Agencies, bringing total member- 
ship to 199. This represents an 
increase in membership of 18 
agencies during the past year. 


Chrysler Ups Condon 


John T. Condon, for five and 


ler Corporation’s industrial engine 
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| division, has been appointed si les 
| executive of the Chrysler division. 
John C. Hammelef will succeed 
|him in the industrial engine 4j- 
| Vision. 


| Breaks Cruise Drive 


| Moore McCormack Lines used 
400, 600 and 1,000-line ads in 69 
newspapers of 35 cities June 4 
and 8, to promote its first 38-day 
cruise along the east coast of 
|South America since Pearl Har- 
Kelly, Nason, Inc., New 
York, is the agency. 
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d sales : . mail and window displays to pro- : year study. . | 
ivision. Prenees: Sete to nig Te ee rg ver | mote its new building a Movie Ad Bureau Data offered in the’ survey q \ 
sucCee William otz has been pro- e as grante rea A. C. lath board and Duraflox. covers abo aters ji we 
ine i voted from assistant advertising | Hartford Broadcasting, Inc., Hart-| O’Brien Gourlay Ltd., Vancouver, Releases Study ge ee — * 
anager to advertising manager|ford, Conn., permission to con-| js the agency. : , sedition! ; : . og : i 
¢ Wilson Sporting Goods Com-| struct a new broadcasting station | a Sai for Advertisers advertusing, and presents intorma- ak 
‘any, Chicago, succeeding J. Vic-| to operate on 1290 kc. with power | Gavlord N Pollack tion which will make the job of " 
‘or East, who has been made head | of 500 watts, daytime only. The | ?@Y4Or ames Frollac New York—The Movie Adver- theater selection simpler for the 
‘S used § of the Wilson export division. station is expected to be in opera-| Leon Pollack has been ap-|tising Bureau, in its first complete advertiser. It is estimated that the 
s in 60 dieieeciameae tion not later than Oct. 1. — director of yr pt tror-ne! ‘analysis of the country’s motion information contained in the study 
June 4 —__—_—_—__ and sales promotion o aylord ,; — 1 . is highly useful to more thar 
38-day Kurlash to Best Agency Products, Inc., and its subsidiary, | pacture ‘heaters from the stand 48 en local advertisers en ’ < 
y Plugs New Products ad : | point of movie advertising, is re- , ocal aavertisers rougn 
vast of Kurlash Company, Rochester, g Gaylord-Shelton, Inc., Chicago. leasing a “$100,000 Survey of out the country 
‘l Har- § x. Y¥., has placed its advertising| Asbestos Cement Products Ltd.,| He was formerly associated | 8 a a set Miley The study te avatiabls in. eee 
, New ff with Gordon Best Company, Chi-| Vancouver, has launched a cam-|Helene Curtis Industries where| Theaters for Movie Advertising, Sienna eiteaitiaens dak a : 
ago and New York. paign using newspapers, direct | he held a similar position. |which is the result of a three- | onal advertisers and their agen- 
cag cies through representatives of 
——— the Movie Advertising Bureau. 
Canadians Elect White 
' G. L. White, Westman Publica- 
4 | tions Ltd., Toronto, has been 
.j if elected president of the Business 
‘ r Newspapers Association of Can- 
4 ada. Other officers are: First | 
i vice-president, R. C. Rowe, Na- ¥| 


tional Business Publications Ltd.; 
' second vice-president, J. F. Jar- 
dine, Jardine & Young Ltd.; sec- 
retary, F. G. Brander, Maclean- 
Hunter Publishing Company, and 
manager, I. D. Carson. 
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. WW : 
How much is a column of advertising space worth to you in potential results? Before you 
? can answer that, you need to know what kind of minds will be exposed to that column. 


Will they be mostly minds that are merely out for a pleasant stroll, or will they be minds 


that are reading to learn things? You can get greater response per space dollar by selecting 


media edited to attract interested minds . . . minds that habitually go out of their way to 


pick up useful information . .. minds you can count on to get your message.” 


—W. ARTHUR LEE 


: * = LEE-STOCKMAN, INC. 


That's been the Popular Mechanics formula since 1902, Mr. Lee. The 


OLE «ce EE __ More Negroes Read EBONY 
alert, inquisitive -M. MIND” is hungry for the useful information it | THAN ANY OTHER PUBLICATION 


finds in every issue of this fact-packed magazine. It's the kind of mind 
IN AMERICA! 


The amazing growth of EBONY has been 
a major revelation to advertisers, and 
especially to advertisers who use EBONY 
and see the remarkable traceable results. 
Now we are happy to supply the skep- 
tics with ABC audited circulation figures 
which reveal the substantial size and the 
growing readership of EBONY. This cir- 
culation is almost exclusively newsstand 
at 25c a copy. Thirteen million Negroes 
spend 10 billion dollars for goods and 
services, and in EBONY you... 


that reads ads deliberately and consciously responds. Readership 
studies now show more than 3.7 MILLION of these wide-open, extra- 
receptive, male “P.M. Minos” — a big, result-producing market for 


oy) any man-bought product you can name. 


OF THE 10 BILLION DOLLAR 
NEGRO MARKET 


Negroes read their own publica- 
tions with greater interest than they read 
any others. EBONY has won unique 
reader loyalty because it is devoted 
exclusively to affairs of Negro interest. 
Each copy is read intensively by about 
5 persons (total estimated readership, 
1,500,000), and advertising enjoys at- 
tention far beyond circulation statistics. 
EBONY belongs on every advertising 
schedule that looks to the future. Write 
for latest ABC statement and rate card. 
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|'more than threefold in 25 years,| lication section has research men 


' ‘the number of establishments de- | assigned to The Saturday Evening 

ur is @escar°rc gasures |ereased to one-third.” | Post, Ladies’ Home Journal, Coun- 
When Mr. Parlin started, Mr.|tTy Gentleman and Holiday. These 

7 | Hobart said, “we were a nation of | ™en initiate, plan and develop 

36 cars ot U. S. Growth | 93,867,814 people, with a national research activities for the in- 


‘income of $28 billion and with | dividual publications. The indus- 

h V | Di _that it might be advantageous . . .| 619,500 automobiles. Radio had ay etre Sg rion sss 5 

Three Volumes igest to have a few facts with which) not been invented; the airplane The main job of the develop 

390 Studies of Trade, © beguile the customer while the ‘was a curiosity. Magazine adver- | ™ent division, established “ ses 

' |fountain pen was being inserted | tising expenditures had reached |S to determine and present facts 

Income and People in his hand.” (a total of less than $20 million.|@bout Curtis products and public 
| Curtis recently had acquired |No ABC statement had appeared.” | Teactions to those products. 
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company. 

From the start Curtis has ke); 
iresearch separate and  disti) 
|from promotion. 
| In connection with Study No. 
,on department stores, in 19) 


| Coates made its much-quot: 


statement: 

“The consumer is king. H 
|preference is law and his whi; 
| makes and unmakes merchan'; 
| Jobbers and manufacturers. Who- 
ever wins his confidence contro|s 


PHILADELPHIA—The research de- Country Gentleman. Mr. Parlin) Mr. Parlin had been hired as| The ee ee ve ey eae whoever 
partment of Curtis Publishing | set out to find the facts about the| manager of the commercial re-|V!S!0On 1S concerned Wi wee | eee Se 


Company told advertisers and| market for farm implements. He| search division of the advertising | CUrTiNg and non-recurring special 


In that year also the division 


agencies in a recent bulletin that | had “never seen” a threshing ma- | department. Mr. Hobart suc-| Company problems—ranging from) issued an Encyclopedia of Cities 


in April of this year it had pre-|chine. But his questions were “so| ceeded him as manager in 1938. | PaPer supply, new properties and 
pared publica-| searching and so keen,” Mr. Lat-| Five years later, as part of the| foreign markets to predicting fu- 
tions on surveys | shaw recalled, that manufacturers |Curtis postwar planning activi- |t¥7e economic conditions. 

of .frozen foods, | insisted on seeing his credentials.| ties, the division was made a), 
LP-gas, hard-| They didn’t believe that “he could| major department, reporting di- 


Always Separate Activity 


“Significance to) | Under Mr. Hobart are three| 1923, working for five years with 


Advertisers of| How Department Has Grown divisions — commercial research,| Mr. Parlin. Then, for 10 years, 
the New United| This first 460-page report, with|development and management] he was a Curtis advertising sales- 
States Trade -| 19 charts, noted among other| planning. The commercial re-| man at Cleveland. Under him to- 
Mark Act, Effec-| things that “while the capitaliza-| search division, in turn, is divided| day is a staff of 65 people, in- 
tive July 5, 1947.”| tion in the manufacture of agri-| into publication research and in-| cluding 17 research executives. 


Every month|cultural implements increased dustry research sections. The pub-| He is also a director of the 
D. M. Hobart the department, . ; 


ware dealers, and be what he represented.” |rectly to Walter Fuller, president. | Mr. Hobart joined Curtis in) 


which, Mr. Hobart said, was “the 
first national attempt at a Census 
| of Distribution.” ; 

Broader Scope 


Other studies in the first eight 
years included automobiles, foods, 
commercial motor vehicles, farm 
tractors, the electrical industry, 
and farm markets. These reports 
not only analyzed current but 
|predicted future situations. 
| Curtis issued its first study of 


under Donald M.Hobart, research 
director, offers a new group of 
studies it has just completed. | 

Since Curtis pioneered in com- 
mercial research, in 1911, under 
the late Charles Coolidge Parlin, 
generally regarded as “the founder 
of modern market research,” it) 
has dug into scores of businesses | 
and markets in about 500 separate | 
studies. | 

Three hundred and ninety of | 
them were summarized recently | 
in three volumes covering the) 
periods 1911-1925, 1926-1940, and | 
1941-1945. 


How Work Started 


Credit for the launching of re- | 
search activities has been given | 
to Stanley Latshaw, then Boston | 
manager for Curtis, who “dis- | 
covered” Mr. Parlin, a high school 
teacher in Wisconsin. Edward 
Hazen, Curtis advertising direc- 
tor, hired him. 

As Mr. Latshaw explained at 
a testimonial dinner to Mr. Par- 
lin, given by the American Mar- 
keting Association in Philadelphia 
in 1936, two years before Mr. 
Parlin’s retirement: “We found 
embarrassing questions cropping 
up as to the percentage of ex- 
pense that could be properly al- 
located to advertising, and what 
and when the results might be 
expected. .. So it occurred to me 


BANK CLEARINGS UP 
ALMOST 3 TIMES 
NATIONAL AVERAGE! 


During 1946, Winston-Salem’s 
Bank Clearings added up to 
$1,118,696,000.00,—an increase 
of 35°/, over the previous year! 
Up to February, 1947, the in- 
crease was 45°/,! These are 
powerful selling points when 
you consider that the national 
average increase over the pre- 
vious year, was only 14%. 


To top this financial reservoir 
in Winston-Salem, place your 
advertising in the Journal and 
Sentinel . . . the newspaper 
which soturates US.’ 100th 
Market in the South’s Number 


[ tans “eka” tov alti 1/ Poenes wo"Puace | 
tisers with something to sell! 
\ URE HME i 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


nal Representat ve 


KELLY-SMITH COMPANY 


Circulation of the Sunday Journal and 
Sentinel now exceeds 50,000! 
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e radio industry in 1925. Dur-| amount of circulation of the Post | 
g the 30s many industries were| and Journal for every state and | 
studied and new ones added. | county and for every city of 
tamins, aviation, rural electrifi- | 25.000 or more population in the 
ation and “women are different” country. In 1925 these data, and 
ere a few of its problems of the| similar material on states and 
irly *40s. . |counties for Country Gentleman, | 
In 1920 Curtis first surveyed| were put into an annual book 
onsumers of a whole city and| called “Sales Opportunities,” to 
ea. This covered every home in| help thousands of salesmen sell 
sabetha, Kan., and the adjacent| magazine advertising to distribu- | 
44 square miles, and involved | tors and dealers. 
census of everything in the} Current Curtis studies include | 
iomes from farm machinery to| national Post readership, brand | 
athtubs; the branded goods On| preferences, industrial market 
tore shelves; the stores’ cus-/| readership, and additional Journal 
‘comers, and the magazines found | store traffic, independent grocer 
in their homes. and independent druggist surveys. 
| “The problem ahead,’ as Mr. 
eee Sneee | Hebei? cutiined’ it in the tutre~ 
In 1939, with the help of the| duction to the first of the three 
Census Bureau, Mr. Hobart’s staff | volumes, involves: 
obtained all census data on 10,000 “1, Aid in the solution of mar- 
representative Post families. This | keting problems. . . for individual 
tudy was brought up to date five | advertisers and industries. 
years later. A similar one was “2. Give a broader and more | 
made of 10,000 Country Gentle-| complete knowledge of who reads | 
man families. our publications, what they read | 
As early as 1919 Curtis was is-|! and what their reactions are. | 
suing detailed reports of the | “3. Measure editorial and ad- | 


| 


vertising ‘depth.’ 'Mill Coated Paper 


“4. Evaluate the importance of . : 
the profit phases of selling, with Production Begins 


particular reference to advertis- The first machine-coated paper 
ing. ever made in Canada has been 
“5. Appraise the significance produced in Port Arthur, although 

é : é full production is not expected 

of trends and changes | affecting | until fall, it was announced at the 
the future of our business and/9gth annual meeting of the 
}all business in America.” Periodical Press Association in 

| Toronto. 


Bureau Names O’Brien | The association elected Floyd S. 


sect , “| Chalmers, Maclean-Hunter 
William E. O’Brien, advertising 


director of the Buffalo Courier-| dent. Executive vice-president is 
Post has been named a member of |]. D. Carson vice-presidents are 


the retail committee of the Bureau | Dp. V. McLeod, G. L. White, C. T. | 


of Advertising, ANPA, by George 
Grinham, committee chairman 
and retail advertising manager of 
the St. Louis Globe-Democrat. 
This completes the 17-man com- 
mittee. 


Croucher and Charles Sauriol, all 
of Toronto, and treasurer is T. J. 
Tobin, Toronto. 


Appoints Kopin Richards, Boston, to direct 


Harry L. Kopin, formerly with | advertising, featuring juvenile and 
Export Advertising Agency, has/religious titles. Ann Warren 
been named advertising repre-|Handrahan, formerly assistant ad- 
sentative of Commercial America | vertising manager of W. T. Grant 
and America Commercial, Phila- | & Co., New York, has joined Alley 
delphia. He will represent the |& Richards’ Boston office as copy- 
publications in Indiana, Michigan} writer and merchandising spe- 


and Ohio. |cialist of women’s products. 


| higher scores than 


Pub- | 
| lishing Company, Toronto, presi- | 


Yes, 3,000,000. Three million. Husbands and wives 
heads of families — 3,000,000 of them — with good 
incomes — pore over Better Homes & Gardens for the 


(Cover to cover, ads and all.) 


help it gives them in living better in a better home. 


Circulation Gver 


It's 100°% service that screens out casual readers, and 
gives you this active homemaking market that spends 
billions every year. 


That’s too big a market for you to miss. May we tell 
you how BH&G is 100°% service for you, too? 


Partially Guided 
Readership Study 
Ups Score: Bush 


Pato ALTo, Cat.—Partially 
guided interviews in newspaper 
recognition studies generally bring 
unguided in- 
| terviews. 

That finding is reported by Dr. 
Chilton R. Bush of Stanford Uni- 
versity here, on the basis of tests 
of readership of the Post-Advo- 
cate, Alhambra, Cal. The study 
was made for the Hometown 
| Daily Newspaper Publishers’ pro- 
|motion committee. 


Names Alley & Richards | Of 325 items in the newspaper, 

The Pilgrim Press, Boston book | 
publisher, has appointed Alley & | 
its | 


63% were found to yield much 
higher scores by the partially- 
guided method, while 2% came 
‘out higher by the unguided 
method, and 35% were not sig- 
|nificantly affected by the method 
| of interview. 

One set of interviewers was 
|instructed to point to separate 
items in the first two columns of 
the first two pages. The other set 
merely asked readers, “Did you 
happen to read or see anything” 
on the pages. 
| Dr. Bush reports that one news 
'story on Page 1 of the Post-Ad- 
vocate obtained a 70% higher 
irating by the  partially-guided 
/method and one national ad was 
|rated 128% higher. 
| The Stanford professor has 
conducted three series of reader- 
| ship tests for the Hometown Pub- 
lishers committee since 1945. He 
|reports that a third of the items 
'in papers of eight to 12 pages and 
‘about 28% in papers of 14 to 16 
|pages are read, compared with 
;about 15% of items in metropoli- 
tan newspapers. 


Gets Hotel Account 


Smith, Bull & McCreery, Holly- 
wood, has been appointed to di- 
rect the advertising of the Fla- 
mingo Hotel, Las Vegas, Nev. 
Magazines, newspapers, radio and 
outdoor advertising will be used. 


Charms Appoints Ayer 


The Charms Company, Asbury 
|Park, N. J., Charms candy and 
|Tastyeast, has moved its account 
|from Scheck Advertising Agency. 
| Newark, to N. W. Ayer & Son. 


| Kayser Policy Holds 


Julius Kayser & Co., New York, 
will continue to operate on an 
allotment basis, with no change in 

| prices, through the fall season. 
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In Cincinnati it’s the pro- 
gressive buying half that 


reads the Post, Why not 


get the facts on this 
profitable market now? 
The 
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GF’s Chase Urges Boosts Lane, Schelling 


More Attention 
to Human Values 


rector of public relations for| 


General Foods Corporation, to| Plans Thermos Drive 
| 


use analytical techniques to “see 
man whole.” 

Modern society tends to frus- 
trate its participants, and lack of 
consideration for human values 
by corporations has endangered 
the business system those corpo- 
rations represent, Mr. Chase de- 
clared at the 10th annual confer- 
ence of the American Marketing 
Association. 

‘Where management has recog- 
nized Citizen Sam as a human 
being, where genuine effort has | 
been made to make him feel that | 
he is an appreciated vital part of | 
an important operation, where | 
management has talked turkey | 
about its problems in terms Citi- | 
zen Sam understands, there has 
been greater labor peace, greater | 
understanding, and _ ultimately 
better production,’ he asserted. | 
“These are the fruits of an all-| 
out, planned attack on human) 
frustration, the enemy of free. 
man and free institutions.” 

The greatest asset of the ene- 
mies of free enterprise, he said, | 
“is the sense of human frustra- 
tion which we, in our rush toward 
technological, but not human 
progress, have allowed to de- | 
velop. The future—not only of! 
a business system but perhaps of 
western humanitarian civilization 
—hangs upon the willingness of 
today’s men of business to con- 
centrate their brains and energies 
into an all-out attack on human 
frustration.” 


] 


Four A’s Chapter Elects | 


Roswell Cochrane, McCann- | 
Erickson, Inc., has been elected 
chairman of the northern Cali- 
fornia chapter of the American 
Association of Advertising Agen-| 
cies. Other officers elected are: | 
Vice-chairman, Herbert K. Rey-| 
nolds, Foote, Cone & Belding, and | 
secretary - treasurer, Ramsey S. 
Oppenheim, Short & Baum. 


Approves Baking Drive | 

The baking industry’s $1,500,- | 
000 promotional program has been | 
approved by the program’s plan- | 
ning committee. The four-part 
drive will utilize public relations, 
promotion, advertising and re- 
search. 


Detroit Brewing to Hahn | 


Detroit Brewing Company has 
named Marvin Hahn Advertising, | 
Detroit, to handle Oldbru adver- | 
tising. Newspapers, radio, out-' 
door posters and car cards will be 
used. 


| Bed ca art oe. i Pe |zines, business papers and roto-| station WBZ-FM, and _interna- | Levitt & Smith, treasurer. 
| slidefilm division, and Kurt Schel- 


Studio of Commercial Photog- | 


have been elected vice-| : : Junior Adwomen Elect | 
NEw YorK—Marketers are ad-| presidents of Transfilm, Inc., New | WBZ Builds New Studios 


vised by W. Howard Chase, di- | York commercial film company. 


Thermos Bottle Company, To-| in suburban Allston. The new 
ronto, through MacLaren Adver-)| building will house all offices,; Dorothy Huddleston, 
tising Company, Toronto, is plan-| studios, and transmitting equip- | Shopping 

educational drive in|ment for television station! secretary; Joan Ohlwein, Grant| York 16. 


Advertising Age, June 23, 19: 


1Canada for the trade name} WBZ-TV, standard band station! Advertising, 
“Thermos,” using outdoor maga-| WBZ, the frequency modulation|and Bernice Walker, 


iii Trade Fair List 


_ World’s Business and Guia, e 
Margie Crawford, West-Mar-| port business papers, have co: 


A | gravure sections of weekend’ tional short-wave station WBOS. 
of the Schelling | 


| papers. 


Boston, has completed work on|president of the Los Angeles!and Industrial Fairs, listing 
dollar radio and television center | officers are: Geri Nolan, free-|of which will have exhibits 
lance radio writer, vice-president; | American-made goods. Copies a 


Downtown | available from the _ publishi) 
News, 


WBZ, Westinghouse station in| quis, Inc., has been reelected) piled a 1947 Schedule of Trac 


the foundation for its million- | Junior Advertising Women. Other | fairs in 21 foreign countries, m 5 


corresponding | office at 440 Fourth Ave., Ne, 


1 


recording secretary, 
Smalle.. 


(“Hot as a Red Fox’) HOLIDAY. Master of Hounds and Understatement, says: 
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Tally-ho again! 


We've been having 


one little success 
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Appoints Erne V.P. 


Hans A. Erne, member of the 
lanning board and an account 
xecutive of Florez, Inc., Detroit, | 
vecialist in the development a 
aining and promotional pro-| 
rams, has been appointed a vice- 
resident of the company. 


-lans ‘Market Week’ 
The Twin Cities Trade Devel- | 


en, has scheduled Upper Mid-| 


west Market Week for Sept. 23-26 
at the Minneapolis Auditorium. 


The annual exhibition features | 
displays of housewares and home | 


furnishings for every room in the 
house. 


Martha Tupper Changes | 


Martha Stewart Tupper, for 
two years assistant professor of 
foods and nutrition at Pratt In- 
stitute, New York, has joined the 


director of home economics. 


Oklahoma Cities 


Plan $150,000 
Promotion Trip 


TuLtsa — Oklahoma —the state, train to Chicago, Detroit, Boston, 
New York, Philadelphia and other 
manufacturing centers as a means 
of attracting new business and | 
manufacturing to Oklahoma City, 


that is—will soon put on its own 
|road show. 

In effect reversing the tour of 
the famed musicomedy, business 
ment Committee, a group of| public relations firm of Dudley,|294 industrial leaders from 60 Tulsa or other cities in this state. 
st. Paul and Minneapolis business Anderson & Yutzy, New York, as| Communities in the state from 
June 25 to July 12 will take the 


Seat 


penditures, 


story of Oklahoma’s potentialities 
in person to 11 major cities in the 
East and Midwest. 

The tour, representing $150,000 
in special exhibits and other ex- 


The train will be held open in| 
each city as a showcase for Okla- 


CIRCULATION JACKPOT! 
BIGGEST YET! 


They're comin’ in by the litter—well over 
650,000 this month, more in June, and litter- 
ally 750,000 come Sept. 1! More folks are read- 
ing Holiday, more are getting the Holiday spirit! 
The Holiday market is growing bigger and better. 


ADVERTISER JACKPOT! 
BIGGEST YET! 


Success breeds success! 240 top-drawer adver- 
tisers, the greatest number in Holiday’s history. 
show their wares and services in the big June 
issue. And thereby hangs a tail: the Holiday 
market is relaxed, receptive, responsive! 


PAID-SPACE JACKPOT! 
BIGGEST YET! 
334 columns of advertising in the June issue! 


This record lineage covers almost all classifica- 
tions of quality merchandise and services...sun 


suits to soft drinks, cameras to cruisers, rods 


and reels to radios, travel and transportation. 


RETAIL TIE- 


IN JACKPOT! 


BIGGEST YET! 


This is our red litter day! Here’s why: all over 


the country sales-wise retailers are featuring 
promotions built around Holiday. This month 


327 stores in as many 


cities will again feature 


Holiday in a great summer merchandise pro- 
‘ £ | 
motion! That's a retail jackpot worth hitting. 


exclusive with 


HOLIDAY 


A CURTIS PUBLICATION 
Independence Square, Philadelphia 5, Pa. 


A Holiday World of. 
People and Places 


More and more people are looking forward 
to each thrilling issue of Holiday! Holiday 
opens up a whole new world of fascinating 
people and places; helps folks to really 
know these people and to meet them where 
they live. Here’s what we mean. Introducing... 


London ... shimmering by night, shabby by 
day. Town of cabbies and kings, pubs and 
parliament, London has been “great for 19 
turbulent centuries." Holiday for July tells 
what makes the great city tick; tells the 
highly dramatic story in 73 pages and 
more than 200 pictures — most in color! 


i us 


Here's a new and unforgettable Holiday 
view of the Nation's Capital! Whether 
you're for sightseeing, spectator sports or 
just plain resting, you'll love ” Washington 
as a Summer Resort.” (Lots of pictures and 
a delightful article by Maxine Davis.) 


Fashion feature! Pauline Betz, greatest 
woman tennis star, styles a complete travel 
wardrobe. The gal who outslams most men 
at tennis is feminine as ruffies when it comes 
to clothes. Pretty Pauline’s practical, too. 
Her stunning style ideas travel beautifully! 


homa’s advantages in mineral, 
agricultural, power and labor re- 
/ sources, in its tax and other laws, 
living conditions and the like. 
Executives of 11,000 companies 
have been invited to view the 
exhibition on wheels. 

Victor F. Barnett, associate edi- 
tor, Tulsa Tribune, is general 
chairman of the tour committee. 
Making the trip will be Gov. 
Robert S. Kerr, leading newspaper 
and radio executives, educators, 
industrialists and others. 


Issues Business Roster 


“American Business Director- 
| ies,” second edition of a roster of 
| business directories, has been is- 
sued by the Department of Com- 
| merce. All known American 
| business firm directories are in- 
cluded in “type-of-business” and 
| “*general”’ classifications, with 
| prices. Copies of the report, des- 
|ignated as Industrial Series No. 
67, may be obtained from the 
Superintendent of Documents, 
Washington 25, or the Commerce 
Department’s field offices, for 65 
cents. 
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hasn't 
someone told me 
about this 


top-bracket Negro market 
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one monthly 
magazine delivers a 
readership of nearly 200,000 

urban families 


| Check into OUR WORLD'S nation- 
wide audience of a million urban 
| Negro readers, whose buying power 
means more sales for you. 

Write for Brochure FM 747... 
the fascinating, true-life story of 


B) OUR WORLD 


Address communications to 
INTERSTATE UNITED NEWSPAPERS, INC. 
FExclusiwe Representative 
545 FIFTH AVE., NEW YORK 17 
Serving Amerwa's Leading Advertuers for over « Decade 
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'Seamprufe Gets Set 


| Seamprufe, Inc., New York, has 
|scheduled full-page, four-color 
| insertions in Charm, Glamour, 
|\Good Housekeeping, Harper’s 
|Bazaar, Life, Mademoiselle, 
| Seventeen and Woman’s Home 
| Companion, highlighting the cap- 
\tion, “The girl in the Seamprufe 


WOW 


CURATE*TRANSPARENT:NOT AFFEC- 
TED BY TEMPERATURE CHANGES 


trade advertising will include De- 
partment Store Economist, Lin- 
gerie Merchandising and Women’s 
Wear Daily. Lester Harrison, Inc., 
New York, is the agency. 


Pauline Foster Moves 


Pauline Foster, formerly depart- 
ment store sales manager of Rev- 
lon Products Corporation and be- 
fore that sales manager of Peggy 


Each 35¢-3 for $1.- $3.50 doz. Postage prepaid | slip.” Half pages will appear in | 
CARBOGRAPHIC STUDIOS the New York Times Magazine me . 


|New York, perfumes and bath 


| preparations, as sales manager. 
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| jusion 
Blue E 
y Promotes Natcher fe. 
Stanley Natcher, formerly as- Americ 
k ‘sistant to the manager of the ape 
| public relations department of selecter 
|Standard Oil Company of Cali- re 
|fornia, San Francisco, has been categ 
. | /promoted to special assistant to paigns 
5 | | the president, with offices in -Los cies ar 
Angeles. The 
| | seinen ie ni 
) To Fashion Advertising FOR MAYTAG DEALERS—J. B. Claiborne Jr. (left), assistant sales manager, ae = 
| | Fashion Advertising Company,| and Dean Landis, ad manager of Maytag Co., Newton, la., admire the new 4 
| /New York, has been named to! display setup, which dealers may order in complete form, ready for assembly. meer 
'direct the advertising of Eastern, It comes with three sets of copy, one each for washers, freezers and Dutch paigns 
'Brass & Copper Company. Oven ranges. how e 
| an adi 
| | : 
; oe Sigh e aitior 
| Business levels remain high in San | ¢ e rr 
| | Diego... higher than State or Nation. | ly, Ver; (SUNG Wa No. the w 
| > ces. 
I | (See your May Sales Management lowed 
t | S € Buvine P Add thi HOW DO YOU RATE AS AN ADVERTISING EXPERT? aleohc 
| | urvey of Buying Power). as © HERE'S A WAY TO TEST YOUR KNOWLEDGE. re 
| | newsprint problems and you see why (Answers below, upside down) cial w 
. ‘ and 
| schedules are sometimes interrupted. suppli 
| | C. To reach the 6 out of 10 Time-reading and ¢ 
| a : . businessmen who take regular business are I 
| The fact remains ... . this major trips. pubis 
American market is reached best with D. To remind oil companies that United one:.6 
E ee om . needs and deserves larger allotments. (The Ne 
just one “buy”... the San Diego United Mainliner 300 uses as much gas in si 
‘ . a 5-hour trip as 100 taxis use in a day.) . 
Union and Tribune-Sun! P y duced 
E. To reach prospective passengers through Gene 
the recommendations of TIME readers, who Avos¢ 
1947 City Population S . oo for “where-to-go”’ and ye 
(Metro Area) 480,000 Trico Products Corporation, manufacturers ee ee for r 
of auto accessories, advertise regularly in ment 
1947 County Popula- TIME for two of the following reasons: mark 
| tion 560, A. To introduce their new “This-End-Front” — 
| : Carst 
nH BE ca flasher to TIME-reading owners of new Stude- Siwer 
ere; Myer 
| a ere bakers. Th 
| ges B. To acquaint automotive owners and stance 
TRIBU NE * SU REPRESENTED NATIONALLY dealers with new applications of vacuum- reicen 
aeons : at 2 rom 
| BY WEST-HOLLIDAY CO., Inc. _ ee ee oe ee ber 
Union-Tribune Publishing Co. Im | 4“ prop 
San Di 12. Coliforni waren « Cieage « Cuave © Seatite C. Because every 100 Time families own pape 
ion tego l2, California | Portland ¢ San Francisco « Los Angeles 216 windshield wipers, and every year in 85% 
normal times they put 50% more mileage on in 
their cars than do average U.S. families. |__| The Taylor Instrument Companies (makers of a 
D. To reach Time-reading taxicab drivers in precision instruments) advertise in TIME to in 1 
major cities throughout the U.S. a reach three of these five groups: Janu 
TRY T H I Ss Oo N YO U R P H Oo N E E. To get mentioned in this quiz. O A. 89,600 Time-reading doctors and dentists. oe 
| aie ; ‘ae | B. The many readers of Time’s weekly the 
4 a Be — i we wun maps (top prospects for barom- i 
a : eters). j rox 
C. 702,400 Time-reading businessmen who total 
| have a say in their companies’ purchasing 
operations. C] 
| TI 
-- You will find D. 150,400 amateur sailors, 720,000 ama- ort 
it a satisfying teur photographers, 99,200 country -home ind 
number because owners, other groups of precision-instru- ieal 
ment-using TIME readers. roc 
it opens the . ; ool 
k E. Time-reading executives who insist their N 
quick, sure way Of the many reasons why United Air Lines breakfast eggs be boiled at precisely 212°, ‘la 
to the complete thinks it’s good business to tell its story to the for 3.1416 minutes. S 
and economical readers of TIME, three are given here: ° e ° st 
handlin g o f A. To reach women travelers. : Women ac- You can do one thing with your advertising in °* 
‘ count for 33% of United’s clientele—and ‘ : ‘ee 
: your production sees seine SAGE alt Diet ve Sei mary iagazines. But you can do many things . 
. . . Wrife or Phone for requiieteele poe aso - ns . mg cT-Income with your advertising in one magazine—be- q B 
one of our Representatives 4q ‘ Re ee ee ee — cause that one magazine has collected a ° 
—Let us show you samples of work B. To promote United's new * United Ne- primary audience of more than 3,000,000 
we are doing for successful institutions. tions air cruises.” a people who are many things to any advertiser, 
> 
FAITHORN CORPORATION E, 
Ad-Setters - Engravers - Printers Meres ALWA ¥S an P 
400 N. Rush St., Chicago 11 * Whi. 2300 ae = 
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Grocery Products — 


| 


Win Top Attention 
in ‘47 ‘Blue Book’ 


New YorK —Grocery products 
yp the list of winning news-| 
aper campaigns chosen for in- | 
jusion in the 1947 edition of the 
Blue Book, published last week 
the Bureau of Advertising, 
American Newspaper Publishers 
Association. Of 50 campaigns 
selected, 11 were in the grocery 
category. Approximately 200 cam- 
paigns were submitted by agen- 
cies and advertisers. 

The new 110-page edition is 
the ninth annual volume in which | 
the bureau has cited a representa- | 
tive number of the previous year’s | 
most successful newspaper cam- | 
paigns, and reported in detail on | 
how each campaign helped solve | 
an advertiser’s specific problem. | 

Winning campaigns in the 1947 | 
edition include 15 national adver- | 
tising classifications and represent | 
the work of 39 advertising agen-| 
cies. The grocery list was fol-| 
lowed by automotive with six, | 
alcoholic beverages with five, 
transportation with five, drugs 
and toilet goods with four, finan- | 
cial with four, tobacco with three, | 
and household equipment and 
supplies with three. Publications | 
and travel and resort advertising 
are represented with two each, | 
public utilities and industrial with | 
one each. 


New, Prewar Items Listed 


Three of the campaigns intro-| 
duced new _ products—those of 
General Mills for Tru-Heat iron; | 
Avoset, of San Francisco, for | 
Avoset whipping cream, and/| 
Salsbury Motors, of Los Angeles, | 
for motor scooters. Reestablish- | 
ment of products absent from the | 
market during the war was the, 
aim of newspaper campaigns for | 
Carstairs whisky 
Myers’ Vitalis. 

The Carstairs campaign, for in-| 
stance, of large-space copy in- 
serted in 92 dailies of 54 cities 
from September through Novem- 
ber (80% of the advertising ap- 
propriation was spent in news- 
papers) resulted in a better than 
85% distribution of Carstairs 1788 
in less than two months. The 
Vitalis campaign, of weekly 300-, 
400-, or 600-line advertisements 
in 117 newspapers in 74 cities, 
January through May, resulted | 
in first quarter sales more than 
half as great as the total sales for | 
the biggest year in previous Vi- | 
talis history. Total sales. of 
Vitalis for 1946 increased ap- 
proximately 35% over the highest 
total of any previous year. 


and  Bristol- | 


, New Names Appear 


The automotive industry’s ef- 
‘ort to keep the public informed | 
ind to maintain good will for its | 
lealers in the face of delayed | 
roduction is represented in the | 
ook by Chevrolet. 

New names in the annual com- | 
ilation include Pepsodent, with | 
's 112-newspaper campaign of | 
st autumn, and Bombi, Inc.’s 


“THERE'S PLENTY OF 
~ BUSINESS IN | 


: : ON, OHIO © 


‘sented with Sano cigarets’ cam- 


Black Magic perfume, which re-| Betty MacDonald’s 
ported sales doubled, with news-|and I.” 
papers the principal medium em-| Financial advertising was 
ployed. Pepsodent sales figures | cluded, with New York’s Lincoln 
are not yet available, but spot | Savings Bank reporting a 226% 
checks in several cities show sales | increase of sales of savings bank 
increases up to 25%. |life insurance by means of 150- 
The cigaret field was repre- 


“The Egg 


days in two New York City news- 

aan bers od pony = ‘scheduled for all of 1946, and still 

newspapers used exclusively, and | ©ontUnuing. 

Regent cigarets showing sales Cate * (es 

doubled .in one city and quad- | UJ, S. Steel Renews 

rupled in another, in a test of|m: . 

high frequency, small-space news- Time with ABC : 

paper ads. | United States Steel Corporation 
Best-selling books rated, icra oO yh Flee 

J. B. Lippincott Company report- | Broadcasting Company for the 

ing newspaper advertising pri- airing of “Theater Guild on the 

marily responsible for the sale | Air.” When the dramatic show 


of 1,260,000 copies in 1946 of! returns to ABC after a nine weeks’ 


with _ the 


‘and 200-line insertions every 12) 


in- | 


| papers, begun in November, 1945, | program. 


has renewed for another year its | dens, 


hiatus, it will be heard at 9:30 
p.m. Sundays (half an_ hour) 
earlier than the present time). 


CBS had made a strong bid for 
the show, having moved ‘We the 
People” to Tuesdays to open the | 


10 p.m. spot for U. S. Steel. How- | 


GROCERY Editions 
of 

ever, the company insisted on an| CHAI 4 STORE AGE 

earlier time slot. Batten, Barton, 


Durstine & Osborn handles the | EXECUTIVES & MANAGERS 


Reach new all-time 


Detecto Sets Fall Drive | high of 31,000 


Detecto Scales, Inc., Brooklyn, 
will launch a campaign this fall | 
for its bathroom scales and alumi- 
num hamper in American Home, | 
Baby Talk, Better Homes & Gar- | 
Good Housekeeping, Har-| 
per’s Bazaar, House & Garden, | 


retail grocery field 
Life, Parents’ Magazine, Vogue and | By ite ? 


Woman’s Home Companion. te | 86.93%, renewal a 


ONLY paid - circulation 
Magazines reaching the 


account is handled by Louis Cot- 
tin & Co., New York. 


$s 
in ‘mutes © u 
_says ue ee ustty on crib ate osper? 
ide a versity aiv sified n" q indi 
rolls, P 
devel p nt ‘ - mark austt} pay e community 
“The : -cy pe t ith ontinu 
hi h wore ’ m w will Cc ; 
sua a re) \op sentist 
pew \iza oe \eut 4 dev k e joyee® eer $ poi 
a res f — y P omoting 1 ctronies any dyote f Pro i 
futu sity {o : Cente 
e ter t ary 
gyracus® a r dus 
make a po e gs a eres?" ¢10,000,000 
jook *° cialis ic rin an ines Se 
ya techni 1 ; aah ons a 5,000 peop King 
re) a 
Electron’ epat “a pring © A ud t _ 
eid Elec ere ty. 1 ae El eric 
essl G ert 
{Oo a pro at ” Ut 
\ tet c\l 
wus oF TRE paytl’ <4 even Bree h 
re 


“All Business Is Local’’ 


Syracuse 


ieee 
HERALD-JOURNAL (Daily) and HERALD-AMERICAN 


National Representative: Molone) 


(Sunda) 


Regan & Schmitt, Inc 
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AMERICA’S NUMBER ONE SPORTSMAN’ 
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Exposed First 
in Field & Stream 


An advertiser writes: ‘Field & Stream has done an 
outstanding job of selling .. . fishing equipment, and we 
want to extend thanks for the excellent cooperation you 
ate have given us in introducing our new products to the 
outdoorsmen.’’* The many advertisers who make 

Field & Stream a ‘‘must”’ on their outdoor lists will tell you: 
It’s far more important to reach the key sportsmen 
than to reach the most people! 


Se Sn Proof of results from the advertiser 
*From the testimonial letter files of Field & Stream 


eo ee Sac 


Exposed Second 
at the Point-of-Sale 


a WT Pee 


A recent survey among sporting goods dealers asked, ‘Which 
outdoor magazines do sporting goods dealers turn to for 
suggestions regarding . . . goods to stock. . .?’’** The dealers’ 
first choice by a wide margin was Field & Stream. This is 
proof of Field & Stream's influence at the point-of-sale—and proof 
of the fact that dealers are interested in selling products 

advertised in this magazine. 


Proof of dealer influence 


**From Richard Manville dealer survey 


Advertisers who insist upon results use Field & Stream because it provides sales-producing 
“double exposure.” The advertising message is first exposed to key sportsmen with money and 
the desire to buy. Second, key dealers give prominent point-of-sale display to merchandise adver- 
tised in Field & Stream because they know it sells. 


“Double exposure” means more sales. Field & Stream provides “double exposure.”’ That’s why... 


MORE ADVERTISERS USED MORE SPACE 
IN 1946 IN FIELD & STREAM THAN IN 
ANY OTHER SPORTSMAN’S MAGAZINE! 


+ 


THE LEADER—More recreation equipment advertisers used 
more space in 1946 in Field & Stream than in any other 
Sportsman's publication. These advertisers appreciate the 


double value that ‘double exposure” provides. t 


+ 


: +, 


N’)\ AGAZINE 


Sie " - Ter ee 
he 2 > £ yi: Ot Ee Se f, + 
2 tae =) ae 7 5 He ete ; pe deel ee (en DIS ae 
ek z = o~ : ari eat H tt. Tyo" ee ie: rsh aS. ye <a ae ? cient ere Bs 6 Py: : 
> . 4 > 4 : vo 23 et ain aS re ae | oe an Se tee -) ee. a ps 5 en . Re OE cece ee . 
‘i tn 
re _ = 
es ate emcee oie . 
¥ 3 , 
| i Z 
| i 3 
eM es 
— 
: 
a 7 
— 
- 
4 Fie 
* al 
Pak. % a a 
ae an 
< eee t i 
pes ee: — 
Bere a 
ee Sem r 
a Se 
ee 
ic ae 
aoe tS : 
iar -' ” 
th eae ee Te, 
+ gree aes 
ore ae a 
et ee - 
ia 4 “oes 
Ke meee 
Bas 3% . 
tei « ea ¢ 
| DOS Paes « 
ie a 
Be wf pee ¥ 
? ‘ Saw 4 —— 
Be is ay _—— | 
aes os ith a 
ats , : " rae 
5 . eetek BOL ba 
ee is A ae i 
a 4 Jee: i. : : 
sah bat wee ae ‘.. + 
‘ 4 er off a 
ae 2! ae ws 
pet “4 eed ee . 
. bine”. lea ’ 4 
‘ * eae \ ‘ ce 
: oa ~~ Dae 
; Sag ‘ _ a : oe 
ee, eae Sh = : 
i 7s ey ‘ ae . F ange 
Soe ‘A jeg ie ey Ss " ear 
pis? vag). , i 5 ies 
7% 4 Been) 2 — weal . AU at = pied 
ae, e a eS t ™, sa SUE aS, = . SESS Ra ice) 
pit ABO ote x in nite baat ee 4 ‘ ce PS t 7 
A So ae Sh 4 < ‘ee 5S; is ee ey ’ 
#7 sath eae s | Bee 2 atte ee ae " ' 
o EPI er oa ee Aes. et g oe a q 
“ee take § & at ss ge sell s 4 wee Ros ik Fae ‘ee e t. . on 
eager “ge mee. i eg ¥ ee 
Lee > ‘ ‘gd te ee ee if 
Shee ; .. ? ee ” a 
© oe aa % « y " oe j ere =e. 
Re ke z re ~ en ee ee bea eae 
eee | ) Fare ee eee < alee : 
ine aoe &- ig F " ‘ ae 
G7 y ae | ik fais al” Bae se 
Be bg ih P of & 3 . ~~ S| ea 
ee, C uae. a 
Byes, a : bie. 
seen X ys a es 
oe? ee x gent — Ae aes ee aad 
aes 3 2 ak f - ae ee — a, es 
A Page . = Se a oa 
: gn tee j > Sr. ee Rs Mee 
aoe % OS ee 
Be gia aoe 
Rk ne - ; tee Os ee thes Ha 
se 4 ae — ie ‘hase é 
. Bes s P “es oS pec ria a . 
: le es. ye fee acy _ 
ee 5 i 
% tu ae 
ne (a. 
Fo? oh 
bit As Xe ss 
’ fe aaa i 
re . te ho ae oe 
ts ee ae a 
% ‘eg woe 2 Sg an : , - : : por. ae a “ ' nies 
sole (a a Se e: : i: : ue <a Oe oi 5. ja Sena 2 a a — . =A 
d E ; i : i wre Lamhe. & ere AD Ete ae raane - core So Sl Bi Pee pe ee : : 
——— at nee fea Te ’ J e : 
-ak ae , : Bat 4 ao eater #8 gaa, as ta pL ba Re Pe rae 
io * Pr eee om an! Rg eT PM ates Sian ver Tt cota Aes os an pens a 
fp t yd . : ee ee a ak ae er ete ees 
ey at > Ba 5 ’ / : eld | +s ere : ’ 
Aas “i 4 5 Su Ss. 4 
hoe oe BS oe 
1a eu. | . ay 
coat a 1s $e oe 
ms, q ne 
ae a F555, i Soa ie PS S 
ee ee ae ERS | 
4 8 AS AGS 
eet a oF 3 i ey ee 
i ae aieeiatiaialalll Pig 
4 55 a sa fab ie 
ne 2 —— a yg g- 
Rot ( Ben. foe oe 
4 ES SPS at 
é ‘ : ane 
. 3 pa S 7 
‘ ( : : A te 
-  . Ler 2 fe 
LF ,° “a bed By 
we ci # . ‘yy & Boe 
: he ila re e Ds 8" aes . 
od ek Re me He 
yy AE . a ee : eo Bee 
Hae Ae — ¥ gy Ean Sade 
Bae i Bee iN si wie’ e3" es ais ee 
Rr es a }. ip P : py eS? 
Me . @:) i > ~ “h 4 oo e: .s 
‘ety ot fon a Bek 3 . = . Reb en Ss & 
j : " ER 3 ie : ne = Repti * 3 
: vy 4 ; on Baie | 
pega i % : | Pg Be 
fer * : * % ‘ = Ri: oe 
Te fey > so eee bree ar 
ae. Rae ee : * J cs pe hip & i a 
om SS oF Be : 4 — — ae. e os ye 
ge at, re we eo — fa Bey = RE 
2 4 : ; — ae ‘a A RB ee rh ‘ — , i... gee pee 
me i (x Raa : 2 Ke 4 cakes cars 
St 8 a iter hd “ ae ee ‘ Bade. Sy. ee 
ae a ages i oe ; ot 3 
rae | % — . A ee . r ace 
od > e ‘ > ee i 
i: tp ees oe eas ‘ if = 7 
emit é tt oe ; ; 
eee 7 22d oe . 
bas ' bl Pee a 
cae Bb rigs ao eee j 
a e rane q oe — ~~ ‘ 
a + at ile a ne ed 
i mf s ie a — 
‘i ae 3 F '~ sauce —_— 
Pt . cs : ; 
% pare 23 - « : 
A oe re ‘ ae 
4 Ki 
hgh » 2 a, 
aga : ~~“. ° 
Bes < KO 
oe % f 
“* ye ay, te, } 
44 ee ae | 
Ma: Ki oe 
ei z ay 
om “=. 
ge 5 Ca 
ae | : 
oy eS le : 
i ne 
a 
: a 
hk 
Pens : 
ee 
. — iceiieeia : meet Fi a) eae tad 7 
7 
— 
a ? Je E : 
r > os @ : ea 
oan _ y er + 
c : j aoe yg Bia sia 
7 ot hs 
» ae Bsc, a 
q a 
| a [ e ' | | 
q 
7 ae ‘. : 4 
4 . 4 . 
a : a 
3 7 $ an 2 pe. +a pe al 
ij A 
yi 3 
> c | | 
Sa ><. Se \. s 
pe ae - iy 
Si a 
5 . 
Ve 
‘ s 
5 “he ae: ; es 
: ; : 2 ié wiyieses ; gis ee ; ¥ 4 aoe ‘ - 


42 
Dailies’ Linage 
for Mother's Day 
Increases 18% 


NEw YorK—The Bureau of Ad- 


motion increased their combined 
linage 926,773 lines over 1946, a 
gain of 18.1%. 

The total number of ads in- 
creased by 3,142 or 33%, John 
| Giesen, retail division director, re- 
ported. Newspapers in the 10,000- 


vertising, ANPA, announced last | 20,000 circulation group showed 
week that the 135 daily news- | the greatest increase, 43.8%, with 
papers which participated in the| the Record Herald, Wausau, Wis., 
retail division’s Mother’s Day pro- | leading with an 81,352 line in- 


NUMERICALLY — 

BECAUSE OF 

ACCEPTED — 
_ EDITORIAL as 
“CONTENTS 


Building 
SUPPLY NEWS 


‘crease or 219.4%. The Commer- 
|cial Mail and Post, Columbia City, 
|Ind., gained 21,252 lines or 446.4%, 
to lead all newspapers in per- 
centage gains. Another large in- 
|crease was made by the Madison 
|Capital Times and Wisconsin State 
Journal, which led the 50,000-75,- 
000 class, with a 94% increase. 


Stanfield Appointed 


Armstrong Cork and Insulation 
Company, Montreal, has_ ap- 
pointed Harold F. Stanfield Ltd., 
Montreal, to direct the advertising 
of its floor division. Products in- 
clude Armstrong linoleums, and 
asphalt, rubber and cork tiles for 
| floors and walls. 


Sunshine Promotes Inman 


Lawrence C. Inman, now sales 
manager of the southern division 
of Sunshine Biscuits, Inc., New 
York, has been appointed to the 
newly created position of sales 
manager, Saginaw Bakery, with 
headquarters in Detroit. The 
northern and southern sales divi- 
sions having been discontinued, 
Mr. Inman will have charge of 
the entire Saginaw Bakery ter- 
ritory, supervising sales of Sun- 
shine Biscuits in the state of 
Michigan and the northwest sec- 
tion of Ohio. 


Appoints Ramsdell 


Clifford H. Ramsdell, former 
senior associate editor of Tide, 
has been appointed associate edi- 
tor of Railway Progress, monthly 
publication of the Federation for 
Railway Progress, Cleveland. 


Joins Swaney, Drake 


and advertising manager of Puri- 
tan Foods Company of America, 
has joined the staff of Swaney, 
Drake & Bement, Chicago. 


McClary Heads Research 


L. R. McClary, for the past 12 
years with A. C. 
pany, Chicago, has been ap- 
pointed director of the newly 
established market research de- 
partment of Universal Match Cor- 
poration, St. Louis. The new de- 
partment will survey the tobacco, 
candy, grocery and drug markets, 
and make its findings available to 
Universal customers as a_ basis 
for merchandising and promo- 
tional assistance. 


Old Colony to Gardner 


Alvin Gardner Company, New 
York, has been appointed to 
handle the advertising of Old 
Colony Knitting Mills, Inc., Hing- 
ham, Mass., manufacturer of 
Scotch Nap sweaters for women. 


Rader Joins Koppers 
Charles O. Rader, formerly di- 


| vision sales manager and assistant 
Allen G. Bishop, formerly sales | 


to the division manager of Lever 
Brothers Company in Pittsburgh, 
has been appointed manager of 
commercial 


Nielsen Com-| 


sales promotion of | 
| Koppers Company, Pittsburgh. 


This figure represents a high water mark in news- 
paper circulation in Michigan. ) 
ABC average weekday circulation of The Detroit News 


for the period ending March 31, 1947. 


No other Michigan newspaper has ever 


attained this circulation peak! 


This figure is significant to all advertisers. It means 
that now you can reach more homes through The 
Detroit News than ever before... 
than can be reached through any other newspaper 


in Michigan. 


It must be remembered, too, that 95% of this peak 
Detroit News circulation is concentrated in the Detroit 
trading area where advertising can be quickly trans- 
lated into buying action, and where The Detroit News 
has more circulation than any other newspaper 


either weekdays or Sundays. 


The Detroit News extraordinary circulation 
points the way to economical advertising. | 


Total Weekday Circulation 421,999 
Total Sunday Circulation 538,233 


Largest Circulation in the Detroit Trading Area Weekdays or Sundays 


It is the six months 


and more homes 


4 


hs 


A \ | 
A hid 


Seset-d 


: 


tive in the Los Angeles office. 
-WLOL Names Hagman 


| eral manager of the central divi- 


© 


| 
| 


June 22-26. Advertising Asso. 
ciation of the West, annual con. 
vention, Challenger Inn, Sun Va]. 
ley, Idaho. 

July 7-10. Newspaper Advertis- 
ing Executives Association, mid. 
year conference, Mark Hopkins 
Hotel, San Francisco. 

Sept. 15-17. Southern Newspa- 
per Publishers Association, an- 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 

Sept. 15-18. National Associa- 
tion of Broadcasters, 25th annua] 
meeting, Atlantic City. 

Oct. 6-8. Association of Na- 
| tional Advertisers, annual meet- 
ing, Hotel Chalfonte, Haddon- 
Hall, Atlantic City. 

Oct. 6-9. Financial Advertisers 


Association, annual convention, 
New York. 
Oct. 12-15. Pacific Counci]. 


‘American Association of Adver- 
|tising Agencies, annual conven- 


'tion, Ahwahnee, Yosemite Na- 
‘tional Park, Cal. 
| Oct. 19-22. Mail Advertising 


|Service Association, annual con- 
| vention, Hotel Cleveland, Cleve- 
| land. 
| Oct. 23-25. Direct Mail Adver- 
| tising Association, annual conven- 
| tion, Hotel Carter, Cleveland. 

Oct. 23-25. Life Insurance Ad- 
vertisers Association, annual] 
meeting, Chateau Frontenac, Que- 
bec. 

Nov. 8-9. Southwestern As- 
_sociation of Advertising Agencies, 
'fall convention, El Paso, Tex. 


| Parker Pen Adds Two 


| David G. Watrous, formerl; 
with Dancer - Fitzgerald - Sample 
jand J. Walter Thompson Com- 
| pany, has joined Parker Pen Com- 
| pany, Janesville, Wis., as assistant 
| general advertising manager. Allen 
|H. Center, former export man- 
j}ager of American Chicle Com- 
pany, has been named _ public 
relations director. 


Arnold Joins Beaumont 


Jerry Arnold, partner in Logan 
& Arnold until the agency was 
| dissolved last year, and’ previously 
| with Beaumont & Hohman, has 
rejoined B&H as account execu- 


C. T. Hagman, formerly gen- 


sion of American Broadcasting 
Company in Chicago, has been 
appointed executive vice-presi- 
dent of Station WLOL, Minne- 


_apolis. 


Adds Subsidiary 

Dixie Leather Corporation has 
been formed as a subsidiary 0! 
Graton & Knight Company, Wor- 
cester, Mass. The new company 
will manufacture industria! 
leathers as well as bags and nov- 
elties, with David S. Williams in 
charge. 


Chain 


BUY ¢E, iatiety Store 


Products _ list your 


Chain Variety Store 
MANAGERS 
the selling at the 
point of sale — 


Reach BOTH through 


the Variety Store EXECUTIVES ng 
Variety Store MANAGERS 


Editions of 


CHAIN STORE AGE 0 


BONE RATE - ONE PLAT — 


WELL 
tie fro 
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Asso- 
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nN Val. 


Vertis. 
. mid- 
Opkins 


TICLEER! 


‘“ 


wrsve- FOR WGY’S CHAN 
‘Hotel = 
ssocia- 
annual 


f Na-§ WELL TIED—Charles A. Petri, Falk Corp., Milwaukee, gets a compliment on his . 
meet-§ tie from Mrs. A. L. Larson at NIAA dinner, while James O. Peck, Putman | 5 
addon- Publishing Co., beams joyously. 


artisers 
ention, 


incil, 
A dver- 
onven- 
e Na- 


rtising 
il con- 
Cleve- 


Adver- 
onven- 
d. 

ce Ad- 
inual 
c, Que- 


n As- 
sencies, 
Tex. 


NEGLECTING FOOD—Gene Robers (right), The Weatherhead Co., and presi- ‘s 
dent of Industrial Marketers of Cleveland, tells a good one to Gerry Freihube, Nobody ever says please pass the 


‘° Heinn Co., Milwaukee, and Mrs. Freihube. chicken’’ when they’re talking of WGY’s 


oman Chanticleer . . . He’s strictly NOT of the 
n en roaster variety. 
ssistant 
. Allen WGY’s Chanticleer is the original early “ 
[| man- ° ° 
- Com- bird who covers more territory than any 
pale other early riser in the Great Northeast 
(central and eastern New York and 
i . western New England). During the past a ea 
cy ‘a 18 months ‘‘Chanticleer’”’ has pulled over i 
egg 54,194 letters from listeners...an average 
o_o . of 3000 per month...more than any 
TWO BEARDS—At NIAA Milwaukee meeting, Wm. K. Beard, McGraw-Hill, other single show on WGY. 
1G ft sht are W. Wilson Gorey, Electrical World, and Sterley Alling, McGeew-Hill ; 
i ge tr estelog diddion. Appealing to urban as well as rural 
casting listeners, Chanticleer is broadcast Mon- a 
Poses SPST EL ‘i day through Saturday from 6:30-7:00 : 
Minne- a.m. Primarily it catches farm folk and 
factory workers who are up preparing for 
the day’s work. 
10on has 
ag es A low-cost participation show with a 
apes long record of successful selling, ‘‘Chanti- 
nd nov- cleer” offers big results for your advertis- 
agi ing dollar. 


For complete details call your nearest 
NBC Spot Sales office or WGY. 


GENERAL @ ELECTRIC 


4 fo 
a ae 
Theqvesswe ol ues wri-me crn WEY SCHENECTADY, NEW YORK a 


MATRIX COMPANY « waBash 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 1204 


REPRESENTED NATIONALLY BY NBC SPOT SALES 
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Minnesota Admen Elect 


Thomas F. Barnhart, professor 
of journalism at the University of 
Minnesota, has been elected presi- 
dent of the Minneapolis Adver- 
tising Club. Other officers are: 
Jackson Taylor, McCann-Erick- 
son, vice-president and _ clinic 
chairman, and David P. Crane, 
Batten, Barton, Durstine & Os- 
born, secretary-treasurer. 


Enjoins Illinois 
Board from Fixing 
Liquor Prices 


Cuicaco—A regulation of the 
Illinois Liquor Control Commis- 
'sion, controlling distributors’ 
liquor prices, has been ruled in- 


A CONVENTION OR 


Anniversaries, Banquets, 


ARE YOU EXHIBITING AT 


We specialize in printing regular size and double width 
Advertising Book Matches to order for any occasion — 


Conventions, Fashion Shows, 


SHOW? 


etc. 


100 to 10,000 books delivered within 5 days, or 
24 hours if necessary. Choice of Metallic or 
Natural Finish in nine colors. 


Phone or Write for Details—or Salesman— 
Book Matches Are Intimate Advertising; Go Into 
the Hands of Your Prospects—AND GET RESULTS! 


BOOK MATCH ADVERTISING, INC. 
139 W. 26th ST., NEW YORK 1, N. Y. PE. 6-2583 


valid in a test case by Superior 
Judge Joseph A. Graber. The 
commission had adopted the regu- 
lation last August. 

Judge Graber said that the 
commission had overreached its 


| legislative powers in adopting the 


rule, which requires distributors 
to maintain price schedules filed 
with the commission by manufac- 
turers. 

The test involved a suit on be- 
half of Castletown Liquor Dis- 
tributors, whose license was re- 
voked in April for selling 300 
cases of wine at $1 a case under 
the scheduled price. 


Names Lester Harrison 


Joseph Stein Coat Company, 
New York, has’ named Lester 
Harrison, Inc., New York, to 
handle its account. The campaign 
will include newspapers, con- 
sumer and trade magazines. 


Potter to Clarke Sanding 


Harry L. Potter, formerly man- 
ager of Institutional Equipment- 


PIONEERS GATHER—Keith J. Evans, Inland Steel Co. (second left) was 


eo » 


founding president of National Industrial Advertisers Association, and Julius S. 


Holl, Link-Belt Co., was NIAA president in 1924-25. 


Others are Vincent R. 


Young, Canadian General Electric, and Stuart G. Phillips, Dole Valve Co. 


Products division of Finnell Sys- 
tem, Inc., Elkhart, Ind., has been 
named advertising and sales pro- 
motion manager of Clarke Sand- 
ing Machine Company, Muskegon, 
Mich. 


ial 


It's like shoeing a Centipede 


ON a Golde Crescent Farm 


It takes a lot of footwear to keep a farm 
family going—up to three times as many 
different kinds of shoes as the average city 
dweller needs. But 

farmers are well-shod because they have the 
money to pay for the extras that make farm 
life more enjoyable. 


To sell shoes, or anything else, in big volume 
in the Golden Crescent, you need spe- 
cial copy that explains how your product 
meets the farmer’s special needs. Your story 
is best told in the magazine that has their 
confidence and family-wide interest. 


Fortunately, this isn’t expensive at all. You 
can thoroughly cover more than two-thirds 
of the farm folks that live in the three 


rich Golden Crescent states with just 
three publications — Michigan Farmer, The 


“Your distribution m 


be national, but your sellin 


Ohio Farmer and Pennsylvania Farmer. 


There never was a better time to sell the 
farmer. You'll enjoy bigger units of sale, 
and low sales cost now... and you can build 
valuable consumer preference in this sub- 
stantial market—future sales volume to help 


balance your production. 


May we send you specific facts about 4 
Farmer’s needs for 


your product? 


Write for your copy of Study Number One 


The Continuing Study of Farm 
Publications 
THE OHIO FARMER 


Capper-Harman-Slocum, Inc. 
1013 Rockwell, Cleveland 14, Ohio 


is always LOCAL” 


Copyright 1947, 
Capper-Harman-Slocum, Ine. 
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“Rexall Magazine’ 
35 Years Old 


Los ANGELES—‘‘Rexall Maga- 
| zine,” pioneer in the field of con- 
|sumer house organs, will be 35 
|years old next month. 

During this period the 16-page 
monthly, which is edited by Rex- 
/all Drug Company here and pub- 
lished in Chicago, has amassed a 
| circulation of more than 1,000,000. 
Candidly slanted to appeal to 
| women, whom druggists believe 
‘are their best customers, the 
|magazine also  has_ published 
'stories by such virile writers as 
Rudyard Kipling and O. Henry. 
| First copy to come off the 
presses in July, 1912— it was then 
/called “Rexall News”—carried the 
'picture of a cover girl dressed in 
|elbow-length white gloves and a 
| coal-scoop hat and was (filled 
‘with recipes, household hints, 
| jokes and puzzles. 

_ Editors of the magazine report 
'that it sells 60,000 dress patterns 
| yearly and that in a single month 
as many as 1,500 readers have 
paid to have their handwriting 
'analyzed by a graphologist. An- 
other popular feature is the 
‘beauty advice column (included 
|to plug Rexall’s Cara Nome cos- 
-metics), which receives 1,500 
monthly requests. 

| The publication is sold to the 
|druggist at cost and carries his 
store name and location. It is 
‘distributed free to customers 
|either by mail or across the 
counter. 


Merchandising Group 
Adds Two to PR Staff 


Howard I. Olson, who before 
serving in the armed forces was 
in the advertising department of 
the William Wrigley Jr. Com- 
pany, and Peggy Rowlette, for- 
'merly in the public relations de- 
partment of Kemper Insurance 
and Lumbermens Mutual Casualty 
Company, have joined the pub- 
lic relations staff of the National 
|Automatic Merchandising As- 
|sociation, with headquarters 1 
| Chicago. 

Mr. Olsen is handling conven- 
tion and exhibit details for the 
association’s show at the Palmer 
House Dec. 14-17. Mrs. Rowlette 
will edit the association’s publica- 
tions. 


Jewell Shifts Staff; 


Gets Four New Accounts 


Effective July 1, I. Cotanch, 
| formerly production manager, wil! 
; 


| be manager of Jewell Advertisi! 
Agency, Oakland, Cal. John R: 
has been named production man 
ager and James Prindiville /:as 
been appointed head of copywr'!'- 
ing and radio. 

The agency has been appointed 
to handle advertising of the fol- 
lowing: Paramount Pest Control 
Service, using trade publications, 
newspapers and radio; Davidson & 
Licht Jewelry Company, using 
newspapers, direct mail and radio; 
| Oil Filter Service Company, using 
| direct mail, and Oakland Bank 
|Commerce, using newspapers and 
direct mail. 
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House Ties War 
Assets Ad Budget; 
Leaves $6,250,000 


Sales Made at Less 
Than 1% of Ad Cost, 


Figures Reveal 


WASHINGTON — Congressional 
budgeteers showed last week that | 
War Assets Administration will | 
continue to be one of the nation’s 
top advertisers during the next| 
12 months, as it rushes to close | 
out the war surplus property dis- | 
posal assignment by June _ 30, | 
1948. 

The 1948 WAA advertising and | 
information budget outlined by | 
the House appropriations commit- | 
tee last week visualized $4,711,- | 
890 for newspapers, $1,473,310 
for business papers and magazines | 
and $64,800 for radio. 

While this request totaling $6,- | 
250,000 is considerably below | 
this year’s $9,808,700 for com-| 
parable items, it would still put | 
War Assets among the nation’s | 
top 15 advertisers, on the basis | 
of expenditures in four media in| 
1946 assembled by AA (AA, May | 
19). 


Expects to Wind Up Job 


During the coming 12 months! 
Administrator Robert Littlejohn 
hopes to move over $9.6 billion of 
surplus genie ds a volume about 
equal to disp 


fiscal. year. 
By June 30, 1948, he believes 
the surplus property inventory 


will be down to $1.37 billion, 
principally hard-to-sell plants, 
such as chemical, specialized ord- 
nance and aircraft plants. 

With the agency’s personnel 
down from its present 41,900 to 
16,400 by June 30, 1948, Mr. 


als for the current ! 


“contractual obligations” includ- 
ing advertising agency services, 
warehousing, site restoration ob- 
ligations, sales commissions and 
similar expenses. 

In explaining its advertising 
plans, WAA estimated that its 
advertising costs have run less 
than 1% of the realizations, and 
that they will continue to run at 
that level during the final big 
year of selling. 

Government bookkeepers are 
currently tabulating vouchers 
from a network of 28 ad agencies 
serving national headquarters 
and the 33 regional offices in an 
effort to determine actual adver- 
tising expenditures for 1947. 

Media Records estimated that 
War Assets 


used $2,510,173 of |. 


45 


space in 338 major newspapers, |tising and information for 1947 | 
and was the fourth largest ad- | has been reduced to $10,853,690 | 
vertiser in this medium during! for 1948, the largest cuts being 
1946. Final WAA figures for the | in personnel, special services and 
fiscal year July 1. 1946 to June| information expenses. | 
30, 1947 will be considerably| By the end of June, the WAA\| 
higher, since intensive WAA advertising staff here will be cut 
spending did not get under way/|from 58 to 45 persons; the field 
until well into the summer of | organization from 800 to 500. 
1946. | The allowance for reproduction 
services has been cut to $1,652,000 
|from $3,234,000 available this 
|year; direct mail $250,000 from 
the current $365,000; displays to 
$47,200 from $575,600. 


SELL 
FOOD 
PRODUCTS 


to GROCERY and 
SUPER-MARKET 
chains through 


CHAIN STORE AGE 


Grocery EXECUTIVES Edition 
Grocery STORE MANAGERS Edition 


Total circulation a 
31,000 . 


Details of Ad Cuts 


In all, Congress provided over 
$8,000,000 for newspaper, maga- 
zine and radio advertising in fis- | 
cal 1947, with additional allow- 
ances for personnel, direct mail| To Platt-Forbes Agency 
and other expenses. The adver-| National Airlines, Inc., Miami, 
tising and information budget for Fla, has appointed Platt-Forbes, 
1947 was $18,930,000. Inc., New York, to handle its ad-| 

This over-all figure for adver-| vertising, effective July 1. 


| 
| 
| 
| 


Littlejohn believes that the resi- | 


due of the disposal job will be 
returned to a permanent govern- 
ment agency. 


Expects Hard Selling 


Some of the hardest selling will 
be ahead during fiscal 1948, Mr. 


Littlejohn anticipates, for the re- | 


maining inventory is largely made 
up of capital goods in long sup- 
ply and real property of highly 
specialized character. 

He warns: “To dispose of this 
property will require intensive 
sales efforts at a time when in- 
dustry will be pouring large quan- 
tities of new goods on the mar- 
ket, and the WAA organization is 
being rapidly liquidated.” 

The over-all WAA budget for 
fiscal 1948 will run between $250,- 
00,000 and $300,000,000, depend- 
ing on a final determination by 
the Senate appropriations com- 
mittee. 


About half the budget is for 


C 


y cURATE, THOROUGH ! 
PCELIPPING SERVICE \ 


Your ads, your competitors’ 
and dealers’ ads, news, pic-— 
tures, editorials ... from 5,000. 
magazines and newspapers. 
Publication name, date, and, 
clecpictiion attached to each 
clip. , 


a 3-CLIPPING BUREAU 
V65 Church Street, New York 7,N. 


@ This month we celebrate our Silver 
Anniversary. For twenty-five years WFAA 
has consistently brought the best in enter- 
tainment, education and enlightment to its 


audience of millions throughout the Great 


Southwest. 


50 KW 
NBC 


REPRE 


EDWARD PETRY & 


C(U- THOUSANDS MORE LISTEN, 


EVERY DAY, TOW EAA © 


TWO FREQUENCIES 
TWO NETWORKS 
WO AUDIENCES 


820 KC HALF TIME ON EACH FREQUENCY 


DALLAS, TEXAS 


Now, with expanded facilities on an ad- 
ditional frequency, 570 kilocycles, the 
familiar WFAA call letters which have ; 
characterized this fine service for a quarter . 
of a century are becoming familiar to thou- 


sands more every day. 


5 KW 
ABC 
570 KC 


SE MLE D. NiAaLtO.N ALLY. BY 
COMPANY. Inc. 
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Are YOU following through for YOUR dealers? 
... Are YOU selling the builder? 


“Practical Builder's" advertising campaign in “Electrical Merchandising” 
and "Plumbing and Heating Journal" tells your distributors and dealers 


to call on the Builder—to cultivate him—to sell him, because— 


In 90% of all residential building. the contractor-builder is the final authority 
in selecting the type and make of plumbing, heating and home appliances go- 
ing into the job. Information that helps him to explain to his customer the 


merits of any such product is the last word in selling them. 


PRACTICAL BUILDER ; 


5 SOUTH WABASH AVE., CHICAGO 3, ILL. In 


Also publishers of BUILDING SUPPLY NEWS, the leading Lumber and Building Material Dealer trade publication. e . 


We're bringing together your DE : 
your Best Customer... The BUILDER 
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Your distributors and dealers get first crack at these builders on every buildin! Bhe 


Electrical appliance merchants, plumbing and heating men know this. And, 
these distributors of home equipment know that they must have all the expert 


selling help they can get effectively to reach their biggest buying customer— 


Nearly 50,000 of these important contractor-builders are readers* of PRAC- 


TICAL BUILDER, the top paper going to this special audience. 


‘ : P Vorl 

job. Make sure their best customer—THE BUILDER—knows all the important hee 
features and advantages of your product. My 
1 
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Check your advertising program now. Perhaps you are overlooking a vet! Breve 
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Advertising Age, June 23, 1947 


Sw ess ee 


| [you OUGHT TO KNOW . 


. BUSINESS C! CHART OF THE HE WEEK . 


. THE PAY- OFF . 


. . OTHER FEATURES . 


lhe Creative Wan Corner 


The night my whole life changes Im having a date with o 
AE 5p) boy oged-quess what? Five years.” Read Cinderello !” 
<q Soe 5 | ig hig main topic of conversation. So, always a good 

“ baby-sitter, | do. 


aE ee eager ce — 
resemblance between this Cinderella and me. She's in a 
rags. im in rags. "Oh, how can | wangle o new dress for ae 
the dance ?” | moan. 1 mean, baby- -sitting is no get-rich-quick scheme. Dy a) 


"My sisher makes pretty dresses: lisps my date. | gasp, becouse 
ary been looking deyoon Ictely, and {never knew she 
could sew. | pick up a copy of Seventeen. | get hit in the eye 


by @ page telling all about Singer Teen-Age Sewing Lessons ! 
fe bck <6 took Emilys secret / 


My broin begins to tick ~ so 


Next day its Saturday. Come the down. lm ouh- 
side the Singer Sewing Center, practically 
pie ag ato In no time, |'m 
making that dance dress. és 


Comes the dance, and fm in o whirl. 
Lineet the Prince just like in the book 
Conly hes nomed Joe). And Joe 
tells me | am a vision. To think | owe 
_- it all 40 0 mere child, and the won— 


derful Singer Sewing Center. 


Rire You Troubled By “Woetut Wordrobe”“? 


Wink yee atieit chia, Bertin, Take fiet stops 6 the nearest Singer Feer 
Clase aa teaen ab she knows fiom of sewing 01 9 necet and iow pre. 
yins may Hare we Witkg, ehoet votre! thet you're ghumow ght 

for ingrmnce, ICR Betaite Hom yews Singer Sewing Comer. tivet 
fou meee 


Because it is a shining example of a 
special appeal aimed at a special market 
(the ad appeared in Seventeen, for June); 
ecause it successfully employs the dif- 
ficult me approach instead of the stand- 
ard you; because, while it sets up a 
situation that is mainly cute, it works 
this out to a believable conclusion; and, 
nostly, because (like the teen-age ads for 


You Ought toKuow . 


“Actually,” Steve Glennon says, “I’m 
ot much of a handy man myself. I’m 
he kind of guy who nearly takes his 
humb off when his wife asks him to 
ang a picture.” 
But his lack of skill 
yith tools hasn’t han- 
licapped Steve as ad- 
fertising director of 
Popular Science, and 
e takes his lack 
bf mechanical aptitude 
philosophically. 
Popular Science is 
pleve’s second em- 
loyer—if you don’t 
eo ount the merger of 
building Bhe old New York 
Vorld with the Tele- 
pram after Scripps-Howard bought it—in 
30-year business career. 
The story starts in St. Paul, on Dec. 26, 
303. The Glennon family moved before 
pieve was a year old, and he grew up out 
. Jersey City, went to school at Mon- 
tery St. Michael’s in Union City. 
In 1918, at 15 tender years of age, 
pteve went to work for the old New 
ork World in the business office. In the 
ext 1l years he did nearly all the jobs 
the advertising department, ending 
y making up; he was in charge of ad- 
‘rtising makeup for six years. 
In 1929, the World’s management put 
‘eve in charge of its World Almanac. 
e Almanac—which dropped advertis- 
during the war—was a lucrative field 
t literary and college advertising, and 
pursuit of space Glennon covered 
early all the United States. He remem- 


rs it with relish—because Steve likes 
) travel, 


is. And, 
ie expert 


stomer— 


f PRAC 


Steve Glennon 


mport ant 


gay ery 


SINGER SEWING CENTERS & 


There's ame neor you fo serve you 


Kotex) it accomplishes the next to im- 
possible feat of making teen talk ring 
true, we submit the unconventional 
Singer advertisement above as a refresh- 
ing change of pace in a field that is con- 
cerned primarily with glamor, carbon- 
copied in gobs from such adult trade 
books as Vogue and Harper’s Bazaar. 


e « Stephen P. Glennon 


Steve survived the merger with the 
Telegram in 1931, and continued to sell 
the Almanac until 1937. Popular Science 
was revamping its size, and—just a little 
less than 20 years from the time he’d 
joined the newspaper—Steve went to 
Pop Sci. 

He went over as a salesman, swung 
out into the South. Then followed a 
stretch in the Chicago office, traveling 
the Midwest. In 1939 he was named 
advertising director. 

In 1943 Steve became a vice-president, 
was elevated to the board of the com- 
pany last fall. 

In 1943, also, he godfathered Popular 
Science’s school edition—which is, in his 
phrase, “doing fine now—within limits 
of paper.” 

As you might expect, Steve thinks the 
scientific publishing business is in for 
a boom. “Lots of fellows uncovered 
latent mechanical interest and scientific 
abilities in the service,” Steve says, and 
adds that the market is reflected in the 
magazine’s circulation. 

Steve was active with the War Pro- 
duction Board during the war, as a 
framed certificate on his office wall tes- 
tifies. He worked hard on paper salvage, 
on a committee headed by William Carr 
of Time, Inc. He now likes to remember 
it, says the paper salvage drives did a 
lot of good. 

Besides his publishing activities, Steve 
finds time for considerable work as a 
Catholic layman. He is head of the 
magazine section, advertising committee, 
Archbishop’s Committee of the Laity. On 
his wall is a picture of Francis Cardinal 
Spellman, Archbishop of New York, and 
he was a member of the Alfred E. Smith 


Memorial Committee. 

Surprisingly for a born and bred New 
Yorker, Steve is capable of giving a pep 
talk for the West Coast that sounds like 
an echo from the Los Angeles Chamber 
of Commerce. He thinks the West Coast 
is the coming area of America. 

He likes the Northwest and San Fran- 
cisco but says flatly that Southern Cali- 
fornia will catch the boom. “That’s 
where the people are going,” he says. As 
a West Coast advocate, he hands out 
evangelistic advice. “Lots of people come 
in and see me,” he recalls. “Men back 
from the service, or men who’ve de- 
cided they don’t like the jobs they have. 
They want to know what I think about 
the West Coast as a place to live and 
work. I tell ’em to go there; they can’t 
miss—you could run a hot-dog stand and 
make money.” 

Steve’s family—he has six children, 
four girls and two boys, ranging from one 
year to 11—lives in Larchmont. The two 
eldest girls are taking sailing lessons this 
summer, something Steve says he has 
never succeeded in doing. “I’m no sailor,” 
he admits, “oh, sometimes with a friend, 
but if I bought a boat it’d be a power 
cruiser.” 

He used to play golf, but doesn’t any 


more. If he has a hobby, it’s traveling 
(“as long as I can get accommodations, 
I love it’); he looks forward to his semi- 
annual trips to the West Coast. He has 
one of United Air Lines’ 100,000-mile 
plaques on his wall, and thinks he prob- 
ably rates a 200,000-mile plaque by now. 

Of the clubs he belongs to, his favorites 
are the Tavern Club in Chicago, and the 
Larchmont Yacht Club. 

His associates think his most outstand- 
ing characteristic is a remarkable facility 
for meeting people and remembering 
them, born of the Almanac days and his 
early sales experience. “Many a district 
sales manager has been surprised to dis- 
cover that Steve knew more people in 
the restaurant where he took Steve to 
lunch than he did,” an acquaintance says. 

During his 10 years with the magazine, 
Steve has hypoed its sales considerably, 
more than doubled its sales staff, seen 
offices opened in Cleveland, Detroit, Los 
Angeles and San Francisco. The West 
Coast offices are his pride. “We got more 
than 100 pages of advertising from the 
West Coast last year,” Steve says en- 
thusiastically, “and that’s probably more 
than any other monthly. We haven’t 
scratched the surface out there.” 


lhe / Cay - Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW CAN YOU DETERMINE WHAT SIZE OF SPACE TO USE? 


Abraham Lincoln was once asked, 
“How long should a man’s legs be?” Lin- 
coln answered, “Long enough to reach 
the ground.” It’s the same with a sales 
letter or a mail order advertisement. 
They should be long enough to tell the 
story. 

In writing a mail order advertisement, 
there are two factors to consider: (1) Do 
you want inquiries?, or (2) Do you want 
orders? 

If you want inquiries, you don’t need 
to give all the details in the advertise- 
ment. Give only enough facts to whet 
the appetite of the prospect. Let your 
follow-up literature do the actual job of 
landing the order. Hence, smaller space 
can be used. 

But where orders are expected direct 
from the advertisement, you must use 
enough space to tell the complete story. 
Naturally, this will vary according to the 
proposition. It takes more space to sell 
a 10-volume set of books at $25 than it 
does to sell a cigaret lighter at $1.98. 

Another very important consideration 
is the selling price of the merchandise 
which you are advertising. Obviously, a 
$25 set of books allows more margin for 
sales expense (advertising space) than a 
$1.98 cigaret lighter. Hence, your sales 


margin will frequently help you de- 
termine what size space you can use 
profitably. 

There are exceptions to this rule, of 
course. For example, during the nylon 
hosiery shortage, a dealer offered nylons 
at $1.69 a pair or three pairs for $5 ina 
42-line advertisement in a well-known 
small town weekly. The advertiser 
bought orders for less than three cents 
each. An almost unbelievably low sales 
cost. Today, with the shortage over, the 
same advertisement would probably 
prove unprofitable. 

A practical way to determine the size 
space to use is to take the sales ex- 
pense allowance and divide it into the 
cost of various units of space to see how 
many orders the advertisement must pull 
to show a profit or break even. For ex- 
ample, suppose you have a sales expense 
allowance of $5 an order and a half-page 
advertisement would cost $400, your ad- 
vertisement would have to pull 80 orders 
to be profitable. If it pulled 60 orders, 
then you should try a smaller advertise- 
ment costing around $300 to see if you 
had over-played your copy. 

By following this procedure and test- 
ing various units of space, you can easily 
determine the size that pays best. 


Busivece Chart of the Meek 


UNITED STATES CANDY MARKET 


MANUFACTURERS’ 


SALES - 1946 


_ (Estimated Wholesale Valve $687,000,000) 
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Agency ‘Profile’ 


Shows Four-Month © 


Listening Pattern — 


All Network Shows 
Plotted on Single 
Geyer, Newell Chart 


New York—Network officials 
probably will experience the 
Same sensation they do when they | 
look in a mirror when they see! 
Geyer, Newell & Ganger’s profile | 
study of radio listening. Some! 
of what they see will please them, | 
but not everything. 

Compiled from Hooperatings| 
for the first four months of 1947, | 
the advertising agency’s chart 
shows at a glance how the four 
major networks rate with the lis- 
tening audience at any given time. 
More importantly, perhaps, from 
the point of view of the potential 
advertisers, it indicates how they 
rate on a competitive basis with 
one another. 

The chart is reproduced on a) 
sheet about 25x40”, and shows | 
all network shows, sponsored and | 
sustaining. Evening program pro- 
files are drawn from a straight | 
arithmetical average of the eight | 
Hooperatings for the four-month | 


period. Daytime averages are 
pased on four actual Hooper) 
studies and do not include | 


Hooper’s interim estimates. Week- | 
day figures are shown in com-| 
posite form. | 


Shows Pull Audiences 


Most readily apparent from a 
study of the profile is the impor- 
tance of thé established star with | 
a sizable personal following. 
Without benefit of a carryover 
audience (following Musical Di-| 
gest’s 4.3 program) Andrew Jer-| 
gens Company’s Walter Winchell 
chalks up a Sunday night rating 
of 21.5 over ABC. Bing Crosby 
—the only bright spot on the 
ABC chart for Wednesday night 
—accomplishes an equally im- 
pressive feat by scoring 18.6— 
following sustaining programs” 
which rate 3.7. In addition, the 
Philco show is broadcast at 10 
p.m., an hour which some author- 
ities consider too late for a good 
Hooperating. 

If the radio were turned on in 
an American home between 6:30 
and 10 p.m. Sunday during the 
period covered in the study, the 
station was most likely to be an 
NBC outlet, while on Monday | 


night, thanks to the Hooper- 
happy “Lux Radio Theater,” 
Lady Esther “Screen Guild” and 
Bromo Seltzer “Inner Sanctum,” 


CBS garnered the preponderance | 
of listeners. But on Tuesday 
night Red Skelton (Brown & Wil- 
liamson Tobacco), Bob Hope 
(Lever Bros.), Fibber McGee (S. 
C. Johnson & Son) and Amos ’n 
Andy (Lever Bros.) turned the 
tide back to NBC. 


CBS, NBC Fight for Lead 


Taking the week as a whole 
these two nets level off rather 
evenly on the nighttime listening 


profile, with NBC maintaining a 
slight edge. This picture based 
on the Hooper findings is in 
marked contrast to that received 
from the semi-monthly Hooper 
listing of the first 15 programs, 
which, more often than not, is 
topheavy with NBC shows. 
ABC makes the best compara- 
tive showing on daily broadcasts 


heard between 9 a.m. and 12 
noon. A couple of shows which 
use breakfast as a gimmick are 
largely responsible for what is 


mainly a housewife following. 
Don McNeill’s “Breakfast Club” 
(30 minutes Swift & Co., 15 min- 
utes each Kay Daumit, Inc. 


- 
as 
a2 


9% BOR BURNS (Wheehell) 
27 & JACK BENNY (Lecky Seite) 


19.6 BANDWAGON (Fick) 


25.2 FRED ALLEN (Sten. Brends) 
12.6 MAM MER'G'END (Lyons) 
11.8 ALBUM FAM. MUS. (Beyer) 
8 4 DON AMECHE (Ovens) 


Susterning— Me Renng Av 


> 
24.5 CHARLIE McCARTHY (C 4&5) 


5.0 THOSE WEBSTERS (Quester Ours) 
6.) MICK CARTER (Codehy) 


4.2 EXPLORING UNKNOWN (Revere C & 8) 
77 COURLE O8 MOTHING (Phermeace) 
2.) GABRIEL HEATTER (Mutwet Ben) 


Swstorming Me Renng Aveiebie 


10.) OLZME & HARRIET (let. Sitver) 

10.7 KATE SOITH SINGS (Gen Foods) 

0.0 GENE AUTRY (Weighty) 

13.% BLONDIE (Super Suds) 

10.9 ADV OF SAM SPADE (Wildreet) 

11.2 CRUE DOCTOR (Philip Morris) 
9.0 MEWS (Parker Pen) (ma) 

© 7 CORLISS ARCHER (Compbett)* 

7.0 TONY MARTIN (Texes Co.)* 

15.6 TAKE IT OR LEAVE IT (Evershorp) 


11.6 WE. THE PEOPLE (Gui On) 


6.1 OREW PEARSON (Lee Hote) * 


3.9 GREATEST STORY (Geodyeor)” 


us wiecwett (dergens) 

11 LOURLA PARSONS (Jergens) 
90 AMAIAHE FIDLER (Corter) 

71 POLICEWOMAN (Carter) 


88 THEATRE GUKD (U 5. Steet 


2.0 MOM MORN. H'OLINES (Aw-Wick)* 


4.3 SUM. EVE HOUR (Mus. Digest) (1)* 


12:3 LOWELL THOMAS (Sun On) (h) 
11.2 SUPPER CLUB (Ligges & Myers) 
© MEWS OF THE WORLD (Mites) 

se 

93 MH KALTEMBORN (Pure Ont) (L) 


110 CAVALCADE OF AMERICA (OvPont) 

97 VOICE OF FIRESTONE (Firestone) 

97 TELEPHONE HOUR (Belt System) (1) 

$6 GORGE & GOODMAN (Seceny Vecwwm)* 
8) CONTENTED PROGRAM (Cornanien) 


114 OR 1 O (Mears inc) 


5.8 FULTON LEWIS (Coop) 
? 


2.6 HENRY J TAYLOR (Gen Meters) 
2:5 WESIDE OF SPORTS (Beyus) 

ae 

37 

7 & GREGORY HOOD (Fem Wine) 
5. GAGRIEL HEATTER (Corter) 

2.@ REAL STORMS (Wreehett) 


Svrtening — Me Renng Avectebie 


2.7 FISH & HUNT CLUB (Mei! Peweh) (L) (me 


h 


ao 

4% ROGERT TROUT (Compbett) 
©2 MYS OF THE WHEE (F & G) 
95 JACK SmiTH IF & G) 


13.5 JOAN DAVIS (Swen Soap) 
10.8 NEWS (Johnston wilte) 


24.1 RADIO THEATRE (ive) 


72.2 SCREEN GUKD (Ledy Euther) 


& 4 Reywoids Repeat (1) 


: “4 ERIC SEVAREID (Wher, Life) (1)* 


147 BOB MAWE ( 4 Beynetds) (1) 


15 © IOMER SANCTUM (Brome Set) 
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10 2 LONE RANGER (Cheeses) 


3) LUM 6 AGNER (Mites) 
33 


7S SHERLOCK HOLMES (Kremt)” 


1@ DOCTORS TALK OVER (Am Cy) 
Ww 


Surterning— Me Rerng Avevieble 


© 2 CURTAIN THRE (Mars inc! 
15.1 LIFE OF REET (Orem) 


17.2 TRUTH O8 CONSEQUENCES (Own) 


7? 
se 


12.0 CAN TOU TOP THIS? (Colgerte) 
14.8 JUDY CAMOVA (Colgete) 


10 5 GRAND OLE OF RY (Prince Albert)* 


or 


Susreiming — Me Bering Aveilebie 


‘ 
© 3 JEAN SABLON (Heder) 
2 VAUGHN MONBOE Comets) 
a0 
ae 
93 MAYOR OF THE TOWN (Nexreme) 
90 NEWS (Parker Fen) (MA) 


12.3 HIT PARADE (Lucky Sirite) 
94 SAT MIGHT SER (Per Mik) 


7 8 THIS IS HOLLYWOOD (Comey) 


87 | ORAL I CRIME (Herings Mtg) 

“12.6 GANGBUSTERS (LE Wetermen Co) 
8.6 MURDER £ ME MALONE (Wine Growers) 
$0 PROF QUIT (Amer Oil) (1)* 


Susternng — Me Benne Aveiebe 


3? 2 “ 2.5 ERIC SEVAREIO (Met. Lite) (1)* ie 20 
ss ae 2" 2 a8 
3 o 46 . a° 
12.3 L. THOMAS (Sun OW) - as 4% ROBERT TROUT (Compdelt) a 
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92 KALT'BORM (Pure Ov) (4) 2.5 HEIDE OF SPORTS (Seyetd ii = o” 
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29.2 HOBER MeGEE (Johnsen) | 93 i? 7s ie "3 
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114 SUPPER CLUB (Lig. & Myers) 5.8 FULTON LEWIS (Co-op) we 2 MYS OF THE WEEK (F 4G) ~ 2.) HEADLINE EDIT (Co-op) (4) 
80 MEWS OF THE WORLD (Mites) as . 9) JACK SmrTH (FP 6 G) . 2° EMER DAVIS (Coop) (i) 
a) 7 
. 1 QUEEN (Whaehell) : 92 LONE RANGER (Cheerios) 
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13.) MUSIC HALL (Krom Foods) 46 068 rEONE ; 3.1 oC m a 
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5 B io 20 
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LISTENING PROFILE—Shown here is the evening portion of the mammoth full-color ‘Profile Study of Radio Listening” 
produced by Geyer, Newell & Ganger, based on Hooperatings for the first four months of 1947. Sponsored time is shown! Rockefeller Foundation. 
A similar profile for daytime, as well as a sets-in-use profile, appears on the original, which | 
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Breneman’s 
wood” 
Kellogg) 
women. 
Around 
begin 


for 


Spry’s 
Pharmacal 
Trent,” 
day,” 
Oxydol’s 
“Young 
“Road 
little 
Columbia 
noon 


13 


Ivory 


serious 


audience until 2 


and Philco Corporation) and Tom | 
“Breakfast In Holly-| in 
(Procter & Gamble and/| 
rate well 


both 


12:30 p.m. 
switching to 


How the Soapers Go 


“Aunt Jenny,” 
Company’s 
Anacin’s “Our 
Soap’s 
“Ma Perkins,” 
Dr. Malone” 
of Life” slide 


the bulk 


2:30 it’s neck 


After 


soapers. 


Mills) the 


with | 


radios 
CBS for a 
solid line-up of soap operas, 
though not all of them are paid 
y soap companies. 


the 


Whitehall 

“Helen 
Sun- 
“Big Sister,” 
P & G’s 
Duz’ 
along with 
giving 


Gal, 


and 


competition, 

of the 
p.m. 

and 
between dramatic serials via NBC 
and CBS. 2:45 NBC steps 
out in front and holds the major- 
ity of tuners-in until 6 p.m. 
consecutive 
with 4.7 for 
(General 


with 
Starting 
“Light of the World” | of 


net keeps 


the 


picking up listeners until No. 10! go 
make believe 
‘“‘When a Girl Marries’— (General | 
Foods) hits 8.2. 


parade— 


bury 


to 


“Stars 
(Bowey’s, 
“Grand Central Station” 
Mills, 


A series of four mysteries heard CBS shows. 


al- | at 
whodunits 
dow” for 
scores 11.1— 
Sunday 
Detective 


Williamson 


spectively. 


with 
them 


day 


from 4 to 6 p.m. 
Mutual its best standing. 
a time when 
other networks are 
are designed to 
the popular demand. 
Carey 


ging for sponsors. 
nopolizes the airwaves on Satur- 
nine commercial—eight 
30-minute—shows. 
ing honors for the daylight hours | 


on Sunday give | 


Salt 
the daytime high for | ful” 
and the highest ranking 
Mutual.show at any hour. 
Mysteries,” 
Candy 
“House of Mystery,” 
Foods show, score 7.9 and 7.4 re- 


Company, 


Columbia mo- 


light, 
meet 
“The Sha- 


Company 


pan 


“True 
aired by 
and 
a General 


after- Saturday Listening Poor 
From sy 
neck Saturday listenership, accord- 
ing to the profile, is an untapped 
reservoir, which is literally beg- 


ing 


Rat- 


a.m. 


| them 

higher 
a.m. 
Timers, 


y. 
bankrolls 


Miami 


Benjamin 
“Your 


with 


Inc.) with 9.3 


Inc. } 


four 


the 
sponsored by 
which hits 4.6. 


Charges Ads Untrue 


he Federal Trade Commission 
has filed a complaint against the 
Margarine Company 
Ralph H. Jones Company, the com- 
pany’s agency, 
them 
and unfair competition in connec- 
tion with the advertising of Nu-| 
Maid as a table-grade margarine. 'named account chief of Pa 


has_ bee! 
rdee 
Cash & Associates, Hollywoo Stan 


Cincinnati, 


The hearings began June 12. 


*“Teentimers 


1 
Over Ho agent |ward W. MacFarland, 
(Pills- 
with 7.8, both 


network time | 

the | | from Mutual and ABC. Jan August | ‘handles all 
these is heard at 5:45 p.m. over 18 MBS | Laboratories, and the profess 
stations for Revere Camera Com- 
Moore & Co. | pany. 
Home Beauti- 
over 192 ABC stations at 10 

Of NBC’s 
|Saturday daytime shows—three of | 
half an hour—none 
than 
Club,” 
Inc., 


sponsored 


rates 
ll 
Teen- 


and 


charg- 
misrepresentation | 
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Appliance Dealers 
in Kalamazoo Get 


2nd ‘EM’ Survey 


Cuicaco — Electrical Mercha;- 
dising .has revisited Kalamazoo 
County, Mich. 

Since May last year, when it 
printed results of a survey on the 
appliance business there, the pub- 
lication has made similar studies 
in nine other counties in the 
U. S. Now it has returned to Kala- 
mazoo and reported again, chiefly 
on the changes that have oc- 
curred in the year. Annual sur- 
veys there are promised for the 
future. 

Among findings reached: 

Though some dealers left the 
field (not by bankruptcy, as a 
rule), more have come in and the 
total number is up from 62 to 73 
having washer or refrigerator 
franchises. 

A fourth of the franchised deal- 
ers do nearly three-fourths of the 
county appliance sales volume; 
half of the franchised dealers do 
only 8%. 

Only 28 of the 73 dealers did 
$25,000 or more in volume in the 
year. Of these, 13 are appliance- 
radio stores and five are furniture 
stores. Of the leading, 28, only 
five have been in business less 
than 10 years. 


Sales May Go Up 60% 


Based on first quarter business, 
1947 sales will average $54,795 
per store, up 60% from 1946. 
Sales of appliances, radios and 
kindred items averaged about $91 
per wired home last year. 

The publication predicts that 
the larger dealers will get in- 
creasingly larger slices “of the 
market, but that smaller dealers 
will, for the most part, increase 
their sales. 

The study shows that in 1946 
the county (with 27,400 wired 
homes) had sales of 1,797 refrig- 
erators; 1,820 washers; 438 home 
freezers; 224 ironers; 730 electric 
ranges; 1,297 gas ranges; 1,166 
lvacuum cleaners; 1,032 _ radio- 
_phonographs and 3,514 radios. 
| This year, it predicts, sales will 
‘total 2,564 refrigerators; 2,200 
washers; 680 freezers; 448 iron- 
ers; 1,068 electric and 1,960 gas 
| ranges; 1,972 vacuum cleaners: 
2,892 radio-phonographs and 5,352 
radios. 


Reichert Heads New 
‘DC&S Department 

| Dr. Philip Reichert has been 
|appointed director of the proles- 
|sional department of Doherty. 
Clifford & Shenfield, New York 
He is a former fellow of the 


Specializing in the field of mec 
|ical advertising to the eeutession 
the department has engaged Wi!- 
liam G. Meek as art director; Ed- 
form: rl 
| with Campbell-Ewald Comp: 

/as production manager, and Ro- 
bert E. Wilson, recently with the 
Jamieson Pharmacal Company. 4 


Advertisers buy 15 minutes of | copy head. 
Heard | | daytime Saturday 
shows on 


The newly-formed departnen! 
products of Bristo 


| advertising of Bristol-Myers Com- 


‘Provandie Joins Shaw 


B. F. (Ben) Provandie 
joined Shaw Publications, 
York, as advertising direct: 
My Baby Magazine and ot'é! 
publications. He formerly 52 
his own business of marketi"s 
counsel and public relations ™ 
Boston and at one time was 
lern manager, vice-presiden' 
advertising director of thé 
Life. 


‘Names Account Chief 


James Fritz, formerly execu! ye 
| vice-president of Boyd Compa! 
Los Angeles agency, 
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| Appoints Corbin Agency | Vision Corporation, has joined Roy al 
ers Rhodes Chemical Corporation, cietion: BA ay B oong artists, printers, hucksters! es 
Plainfield, N. J., has placed its ad-| ti5,. | ae & Go soem ideas, 4 
ret vertising with Corbin Advertising F ye ag Pgs ees 
Agency, New York. Technical ‘ e HIGHLIGHT ae 
A. O. Smith Corporation, famed | eral have been a sort of queer dog and trade a and direct Appoints Ben Brown for the sar guar arts” the we | ag ; 
_ | industrial organization whose pro-|in the Armour kennels. At the | mail will be use Ben Brown was appointed pub- || ™o9aine , cremied for your needs. Sige 
chan- licity and advertising director of || #¢"4 fer FREE copy 
Nazoo duction techniques have long been same time, Lever acquires a name Joins Knir ry “ vy istein-Friesi & b> ‘ati HIGHLIGHT 
celebrated, will finally get its first | which fits in beautifully with Luz, | 7 Pps the Holstein-Friesian Associa me | 
. consumer product push under way|and which may—or may not—| John J. Downey, formerly ad-|of America at the 62nd annual | 11/2 W. 26 ST. N. Y. 10 
en it vertising and sales promotion|convention held in Springfield, | 
n the m June 27, when some 500 dealers|form the foundation for a cos- ‘manager of Majestic Radio & Tele- | Mass. 
pub- fg wv ill gather at the Brown-Camp | metic line, under the Lever ban- 
tudies jg Hardware Company in Des) ner. 
. the If Moines to learn all about the com- | SMe, 8 
Kala. @ pany’s new domestic coal stoker| Cyril Greenhill, a director of 
hiefly | and how to sell it. The product|Sun Engraving Company, Ltd.,| 
> oc. § will be sold only in the Des | which with its subsidiaries is de- 
| sur. § Moines area originally, with in-| scribed as “the largest producers 
r the g tensive sales, advertising and | of illustrated magazines in Europe 
merchandising operations set up| 'and the largest photogravure pro- 
on a “pilot plant” basis. ‘cess house in the world,” is re- 
t the rogoua ported, in the June 12 issue of | 
as a As soon as final details are|World’s Press News, London, as 
id the § whipped into shape, yowll be|saying that many large-scale | 
to 73 | hearing that Lever Bros. has pur- American magazine publishers int i 
erator | chased the Luxor (cosmetics) line | have approached Sun with offers “ i” 
from Armour & Co., thereby re-|to produce magazines for wide == a re now a D a L il a b ss pany t yo Uu r 
deal. | lieving Armour of a group of | European distribution. 
of products which have been pushed| “Every offer,” he said, “has l l l d l 
bes intermittently but which in gen- | been turned down.” He added: | oca a rt s upp 7 eate eee 
rs do “What I fear is an invasion of the 
world by American magazines. 
rs did That is a real danger. In fact, it | SUPERIOR ILLUSTRATION BOARD 
in the has been going on in modified | The superb illustration board preferred by top notch advertising artists 
iance- form since 1938.” _ | everywhere. Superior’s famed 100% rag content permanent face paper is 
niture _ Mr. Greenhill said Sun Engrav- | 25% heavier than any other illustration board—imported or domestic. 
, only rid s photo-engraving plant is) Hot Pressed Surface (H.P.)—Hard smooth surface for pen and ink that 
S less three times the size of the larg- | will take the finest cross hatched lines without feathering or pick-up. 
os ete ee peters oo Cold Pressed Surface (C.P.)—Has sufficient texture to take wash and 
0 Printers, Ltd., has a plant “five | water color perfectly but is not too rough for pen and ink. eae 
siness, times the size of the largest maga- SIZES: 22x ae 4 90 sheet $10.00 dozen aah 
54.795 zine plant in America.” BT ED cossinsaces 1.65 sheet 17.50 dozen es 


1946. * * & 
s and 


ut $91 


( Minimum mail order 1 dozen sheets ) 

The National Institute of Gov- 
ernmental Purchasing is question- 
nairing its members in great de- 
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MARSH BRISTOL BOARD “Neither kid nor smooth” 


; that tail on their purchasing habits, | 
4 b ~ tem sol an Gee of | For many years a best seller among New York’s largest agencies and 
‘ studios. Made to the exacting specifications of a well known lettering 
lealers governmental units are required : : , ‘ . ; 
- pir age ra inted | artist—it has an in-between surface that is neither kid nor smooth 
crease o do by law. n 8-page prin but is just right for pen and ink work. ™ 
questionnaire has been sent out | : Mike 
1 1946 : by David Joseph, New York, who | Sai Size: 22’ x 30’ — 3 ply only = 
reer 5 is special survey director, and re- | er sheet........... $ 40° Dozen vitone $4.00 Pkg. of 50........ $15.00 
refrig- Bi sults will be presented at the‘as- | ( Minimum mail order 1 dozen sheets) 
home - sociation’s annual meeting in Sep- 
slectric as tember. a= aw ae ame aoe ae ee oe ee ow ee eee oe oe ee ee ee ee oe ee oe oe oe ow ow of oe 2 eo ow oo ae 
l 166 ih * a Ba 
: . 2 - e ; . . Ake te. 
radio- : Fi coeseal ee gens rom E-Z FRISKET Makes retouching a cinch! Sse 
ios. io pure - aaiall 
es will sociated Products (Chicago cos- An adhesive coated frisket paper that comes to you prepared for imme- ar 
2.200 metic house whose best known diate use. No mess . . . no rubber cement . . . no waiting . . . no 
: ae product is Chen Yu) by Nathan guesswork. Just strip off the protective backing sheet—E-Z Frisket is 
60 gas Cummings, head of Consolidated | always ready for instant use. 
eaners: Grocers Corporation, does not, Desk Roll: 24x Syards.......... $3.00 per roll 
d 5,352 mark the end of the peregrina- | Jumbo Roll: 24” x 20 yards........... 10.00 per roll 
tions through which Associated | ‘i 
has been passing since it was sold | — ee ae ae ee 
to Lewis Ruskin of the Ford 
Hopkins drug chain by Arthur PRESTO-TYPE To “set” your own type headings 
DF Ssiad bai gr i ee ee | Each plastic sheet of Presto-type contains several complete alphabets 7" 
profes- on ua oa th oe , t gs | in a sharp, opaque black or white on a crystal clear transparent wv 
erty, Bot es i h . yagi Fy are “9 background. Just place the self-adhering letters directly on your art- a 
York. A constant reminder for your quickly as he got in. any rate, | work and you have perfect reproduction copy for offset, multilith 
of the prospects . . . a convenient active management seems sure to or letterpress. 
premium for your customers ... devolve shortly upon an experi-| ONLY 75¢ PER SHEET rere 
yf med- a useful prize for your workers. | enced cosmetic operator. A very large selection of beautiful type faces available to suit your opie 
fession, (Not a gift the receiver will . Sire eee Ss every need. Write for descriptive folder and type chart. ei 
sd Wil- throw away, because it's really Buying Power of West 
or, at useful and valuable to have Shown in New Study ——_—S———e a ee — — —  — — <= = <= =a caer au coe 
—s around). They fit snugly in the ; ,; 
“ee ee oN Re TRACING, VISUAL, AND LAYOUT PADS 
rith tne within their tread-grip, hollow, up 125% over the 1940 figure and | Tracing Vellum Pads (100% rag, transparent, for overlays. 50 sheets) 
any, as red plastic handles, a gimlet | retail sales are up 160%—well | Size: 11 2 148..................... $140 euch $12.00 Dozen 
- an instrument type and above the national average—ac- | it > Sere Ff 24.00 Dozen 
artim V4” screw driver... a Phillips cording to a report just released ; é 
Briste bit . teck lifter knife by Williams, Lawrence & Cres- Imperial Visual Pads ( White, transparent, for layouts. 85 sheets) 
ess an stags 3 |mer Company, newspaper repre- ee! $1.00 each $10.00 Dozen 
Co blade . . . and a 3/16” chisel. sentative. 19 x 24... . 2.00 each 20.00 Dozen 
Handle is rugged and durable The figures cover the states of 
. tools are of high-grade California, Oregon, Washington, Send for samples and descriptive literature 
alloy steel. Kits are extremely Arizona, Utah, Nevada and Idaho, 
Ww useful for making emergency and show six-year population oe ogagaamaamaaa 
~ repairs in the office, home and eer ty igen aig: .? = sosnseees & BRO., INC AA623 &f 
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Promotes Apple Juice 


Red Cheek apple juice, packed 
by the Berks-Lehigh Cooperative 
Fruit Growers, Inc., Fleetwood, 
Pa., is being promoted in a series 
of 200 and 80-line ads appearing 
in a group of eastern newspapers. 
The campaign will continue until 
mid-August. 


Hoag Heads Boston Unit 


J. Paul Hoag, of Hoag & Pro- 
vandie, Inc., has been reelected 
president of the Sales Managers 
Club of the Boston Chamber of 
Commerce. 


” New, condensed 12-lesson course . 


"Nutshell" Course in 
TOP FLIGHT COPYWRITING 


+ + gives 
big-agency copy technique in simple, step-by- 
step form. Wonderful for “cubs” and all 
wishing to advance in the profession. In- 
cludes principles of layout design, type 
specification, etc. Only $1.00 tpaid. 
Money back in 5 days if not satished-—but 
ou will be! ADCO COURSES, 3538-A-1 
evis Ave., Cincinnati 7, Ohio. 


|Names McCoy Winners 


Harold L. Longsdale, Semple- 
Rieger Company, and newly} 
elected president of Associated | 
Printing Salesmen, Inc., New 
York, has been awarded first prize 
of $100 in the association’s third 
McCoy Award competition for 
the best essay on the subject 
of “Selling Printing.” Theodore N. 
Trett of the Mail & Express Print- 
ing Company took second prize of 
$25, and H. E. Wiedemann of 
Isaac Goldman Company received 
the third prize, a set of “Three 
Monographs on Color,” prepared 
by International Printing Ink. 


L. A. Art Club Elects 


The Los Angeles Art Directors 
Club has elected Charles F. Porter, 
Foote, Cone & Belding, president. 
Other officers elected are: Ray J. 
Tibbetts, Davis & Co., vice-presi- 
dent; William Black, Woodbury 
College, secretary; John A. Groen, 
Foote, Cone & Belding, treasurer, 
and G. H. Kirkpatrick, Foote, 
Cone & Belding, public relations 
director. 


Calvin 


“On a quarter section of land pur- 
chased at $1,600, we produced a $7,500 
crop of Flax the first season.” 


North Dakota’s cash Farm income for 1946 was: 


$542,870,000. 


FARGO, NORTH DAKOTA § 


(7S / 1 LLL 


Freed of Dahlin, 
North Dakota says:— 


North Dakota is First in 
Durum Wheat, First in Bar- 
ley, First in Flaxseed—and 
THE FARGO FORUM Morn- 
ing-Evening and Sunday is 
First in North Dakota since 
1878. 


Members: Audit Bureau of 
Circulations, Northwest Daily 
Press Assn. 


Representatives, 
Kelly-Smith Company. 
- 


ALAA AA A A ee 


' 


Choose the best possible medium of 
reproduction for each individual job! 
ALLART offers you your choice of quality 
reproduction on point-of-purchase 
advertising, car cards, twenty-four 

and three-sheet posters! 

Ask our representative to call! 


OPTLEART convonation 


The key organization in the Allart Graphic Group + 234 North Broadway, Milwaukee 2, Wisconsin 


REPRESENTATIVES AVAILABLE 


Two office representative organiza- 
tion—Chicago and Detroit— 
prepared to discuss representation 
of magazines, either trade or con- 
sumer. Efficiently manned by capable 

and long experienced personnel. 

Box 9007, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Hard hitting Eastern space selling 
organization (Est. 1937) will con- 
sider consumer or trade publication 
having sound potentialities on com- 
mission basis. 

Box 9009, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
HELP WANTED 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


HELP WANTED: Director of public 
relations in mid-west city to rep- 
resent a group of manufacturers in 
presenting management’s viewpoint 
on industrial relations problems to 
the community. Applicant should be 
between 30 and 45 years of age, Ex- 
perience in newspaper work and 
industrial relations preferred. Must 
be able to write advertising copy, 
prepare and handle requirements 
necessary to well-rounded program. 
Give complete information regard- 
ing age, marital status, education 
and experience. State salary re- 
—- for a permanent posi- 
tion. 

Box 8999, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
EXPERIENCED UTILITY ADVER- 


TISING MAN WANTED—by one of| 


South’s leading advertising agencies 
—must have practical knowledge of 
and experience in creating electric 
and gas utility sales programs, lit- 
erature for appliance dealer, news- 
paper copy, radio, and other ma- 
terials and media. Write fully, 
giving experience, companies con- 
nected with, educational background, 
references, salary necessary and 
availability. 

Box 8996, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, II. 


“AVENUE FOR ADVERTISING” 


COPYWRITERS, from $200 per mo. 
to $10,000 per yr., are urgently 
needed by agencies and firms in 
Chicago area. Have several splendid 
openings for adv. trainees at excep- 
tionally good starting salaries for 
men with college background. 

Account Executive .......... $10,000 
Advertising Manager 
Food Copywriters 
Adv. 


Director—Foods 


AVENUE 


55 E. Washington, Chgo. AND. 1490) 


National manufacturer wants sales- 
men—all territories—complete line 
chrome furniture—furnish _ refer- 
ences—confidential. 

Box 9001, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y.| 


TERRITORIES OPEN 
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* . 
HELP WANTED 
ADVERTISING MAN 

Lerge national advertiser in food ’ 
eld has good opportunity for man — fe bl 
with broad advertising background. owever ee e. 
Will supervise preparation of na- 
tional advertising and create store 
and merchandising material. Give 
full personal details, training expe-|—rzo 57 varieties of top talent in adver. 
rience, and salary expected. Our| tising and selling affairs. Specifically 
> emai ‘is acquainted with this| to Bill Honneus, Gordon Page, Jiy, 
ad. ) 


Egan, Walter Weir, Ed Dunning, Pay) 
Montgomery, Ken McMath, Dick Many. 
Lester Loh, Joe Leopold, Hobie Lewis. 
Jerry Ryan, Wells Drorbaugh, Chub 
Fuller, Mo St. Georges, Perry Scofield, 
Herb Selby, Walter Sullivan, Buy 
Smith, Jack Tinker, Bill _McKeachie. 
Granville Toogood, Jess Ellington, Bey 
Fishler, Charlie Tanner, Fred Kendall, 
Bill Beard, Leo McGivena, Harry Phii- 
lips, Lu Weil, Allan Taylor, C. B. Van 
Tassel, Tommie Masson, John McClave. 
Bill Chenery, Dan Sullivan, Charlie 
O’Donneli, Mel Price, Jack Cunning. 
ham, Don Grimason, Mark Wiseman. 
William Orchard, H. A. Mattoon. 
Fletcher Richards, Chet La Roche. 
Victor Ratnor, Ross Potter, Ton 
Brown, Gordon Seagrove, Frank Mace. 
Tom Kane, Hay McClinton, Norma» 
Dahl, Bob Schmid, Wally Elton, Julia) 
Field, Ralph Sinclair—and others 
concerned. 


Box 9006, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
SALES PROMOTION MANAGER 
Scientific book publisher selling by 
direct mail to professional people 
wants promotion manager accus- 
tomed to earning $10,000. Full infor- 
mation will be treated in confidence. 
Box 9005, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
Sales Analyst Available 
Now in charge sales analysis dept. 
one of largest sales organizations 
in U. S. handling wide range of 
products. Duties include market and 
sales cost analysis. Prev. exp. in 
planning, producing and selling di- 
rect mail promotional campaigns. 
Outstanding record of accomplish- 
ment. Age 34, Minimum $7500.00. 
Box 9003, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING 
Limited experience copy, lay-out, 
Production. Veteran, 34. 

Box 9002, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ACTION PREFERRED 
Ambitious, personable, young woman 
wants absorbing job. 10 years exp. 
copy, prod., research. Good writer; 
capable executive. Complete pros- 

pectus of exp. to all interested. 
Box 9004, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
PUBLISHERS—Young Space Sales- 
man seeks career opportunity. Some 
Experience Trade (ABC-ABP) and 
Consumer Mags. N. Y. area only. 
Box 9008, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 
NATIONAL magazine representative 


on you, gentlemen, for your 
many kind words of respect, sup- 
port, and suggestion. Thank you for 
saying that some agency or adver- 
tiser (unnamed) will be well re- 
warded for asking me to _ join. 
Thank you for judging me “one oi 
the best in the business.” 


This, however, brings up the ques- 
tion — How good is the business 
itself, here and now? 


will share Cleveland office, secre- J 

tary, teletype, Ediphone, furniture; Perhaps we'd agree on the answer 
ready to use; economical; handiest 1 ; , 
location; prefer publication repre- Not good enough! And _ perhaps 


sentative. 
Box 9000, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


we'd agree that next year’s adver- 
tising must be cleaner and brighter 
and sharper . . . with less sound and 


SPACE AVAILABLE 


for free lance artist in Advertising Saeee wal ‘ 
Agency. Reasonable rent in ex-|fury, with more warm concern for 
change for work. 


Phone STAte 1366, Chicago the needs and dreams of real people 


ADVERTISING NOVELTY line 
wanted for Southern Florida or all 
of State. Specialized salesmen under 
experienced guidance. Established 
Contacts. 

Box 9010, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y. 


There are hopeful signs of a return 
to reason, even in the fast retreat 
of certain alarmed advertisers. Signs 
that forecast a new Gold Rus! 
toward hard sense in selling — and 
therefore toward pre-war quality ir 
advertising. Pre-war, plus — let's 
say! And let’s hope it’s soon. 


THROUGHOUT THE U. 8. 
Cloth signs for outdoor use and in- 
terior banners printed in as many 
colors as your client desires on 
rayon or fiberglass material. Write 
for complete details. 

} Box 9011, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 


Schine Names Greenthal 


Schine Hotels, New York, has 
appointed Monroe _ Greenthal 


Agency, New York, to handle its | 


account. The chain, which in- 
cludes seven hotels headed by the 
Roney Plaza in Miami Beach, 
brings to 11 the number of ac- 
counts handled by the agency, the 
principal being Universal - Inter- 
national Pictures and J. Arthur 
Rank Productions. 


To Air All-Star Game 


Wilson Sporting Goods Com- 
pany, Chicago, will sponsor the 
All-Star football game between 
the College All-Stars and the Chi- 
cago Bears at Soldier Field, Chi- 
cago, Aug. 22 over the full Mutual 
network at 8:30-11 p.m., CDT. 
Ewell & Thurber Associates, Chi- 
cago, is the agency. 


Sign for Arlen Show 


Less than a month after the 
Margaret Arlen show (WCBS, ge 
New York, 8:30 a.m.) was ex- 
| panded to half an hour, three new 
| participating sponsors had been 
|signed, including the Telecoin 
| Corporation for Launderette 
| (Cowan & Dengler), West Disin- 
|fecting Company for CN (Alfred 


Xx 


BOX 6742, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


| J. Silberstein-Bert Goldsmith, 
|Ine.) and Artra Cosmetics for 
{Sutra sun tan lotion (Kelly- 
| Nason, Inc.). 
ened Do You Need a 
Druggists Sell Vestpok WESTERN 
Ward Machine Company, 


Brockton, Mass., maker of Vest- 
pok pocket-size dry shaver, has 
begun distributing the product to 
druggists. Previously Vestpok was 
sold only through department and 
men’s furnishing stores. 


REPRESENTATIVE? 


A man with successful sales rec- 
ord in Midwest will consider an 
additional magazine — fashion, 


travel or toiletries preferred. 


WANTED 


Copy chief for largest all-family 
food account of its type in country 


Well known 4-A Midwestern agency. Requires man with con- 
siderable agency background. Top creative writer and idea man, 
capable of supervising work of several other writers. Type of 
creative man who likes specializing in creative work. Our copy 
staff knows about this advertisement. 


Box 6741, Advertising Age, 100 E. Ohio St., Chicago 11, Illinois 


Address Box 6744 
ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ili. 


— 


— 
| Smaller Agencies 
Can Now Easily Afford 


TOP-FLIGHT COPY HELP 


To solicit a new account or freshen up @" 
old one, you may need a top-flight cop) 
chief's work but may not be able to affore 
| his full time. Here's the way to pay only fo! 
special copy jobs and get the best, withou’ 
assuming the responsibility of a 5-figure s@ 
| ary. Write: 

Box 6730, ADVERTISING AGE 

| 100 E. Ohio Street, Chicago 11, ILLINOIS 
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CARRY SLOGANS—William Jameson 

& Co., New York, has released these 

new blow-ups of Gallagher & Burton's 

Black Label and White Label blended 

whiskies, lithographed in 12 colors and 

carrying descriptive slogans across the 
bottles’ shoulders. 


‘Ask Ella Mason;’ 
She Eats Foods 
She Plugs on WHN 


New York —Something novel 
in the way of commercials has 
been introduced on the “Ask Ella 
Mason” quiz show over WHN, 
which now is originating from the 
Iceland Restaurant on Broadway. 

The customers get an opportu- 
nity to try the advertisers’ products 
on the daily noontime show on 
what the restaurant calls its “‘spon- 
sors’ luncheon.” Menu for the 
four-course meal is made up en- 
tirely of foods sold by the partici- 
pating sponsors of the 52-week 
series. The luncheon is priced at 
99 cents. 

Companies whose products are 
promoted on the menu and on the 
air include Beatrice Creamery, 
Albert Ehler’s, Inc., General Bak- 
ing Company, Puritan Company 
of America, Arbogast & Bastian, 
Inc., Best Foods, Inc., A. A. Wal- 
ter’s Company, I. J. Grass Noodle 
Company, Anna Meyer Preserv- 
ing Company, Deer Park Baking 
Company, Lillian Dairy Com- 
pany, Blue Ribbon Foods, and 
C. E. Clarke & Co. 

Time for this show is bought by 
the American Institute of Food 
Products. Ella Mason has been 
broadcasting over WHWN for three 
years, 


Broadcasters Name Bauer 


G. F. Bauer, sales manager of 
Station WINN, Louisville, has 
been named secretary-treasurer 
of the Kentucky Broadcasters As- 
sociation. 


Barber Joins WAGC 


B. George Barber Jr., formerly 
commercial manager of Station 
WKIX, Columbia, S. C., has 
joined Station WAGC, Chatta- 
nooga, Tenn., in a similar ca- 
pacity. 


WANTED 


Responsible, thoughtful man or woman 
(25-85) as assistant to promotion di- 
rector of well-known international pub- 
lisher, JOB: writing sales letters, 
folders, booklets, presentations; han- 
dling production detail and_ contacts 
with suppliers. ESSENTIAL: good 
writing free from cliches, clear think- 
ing, knowledge of reproduction proc- 
esses, ability to get along with people 
and get things done, willingness to 
work under pressure and after hours 


when necessary. DESIRABLE: crea- 
tive ingenuity, experience in media 
promotion with publisher or agency, 


knowledge of export field and foreign 
travel. OPPORTUNITY: to right man 
or woman this is unique opportunity 
to do worthwhile job with excellent 
Prospects in highly regarded organiza- 
tion. SALARY: $4160. PLEASE: write 
in full confidence with resume and 
all relevant facts showing why this is 


R&R Appoints Young 
Marvin Young has been ap- 
pointed manager of Ruthrauff & 
Ryan’s Hollywood radio office. 
Chief of the entertainment branch 
for the War Department during 
World War II, he was assistant 
program manager of the western 
division of NBC before entering 
service. 


Direct Mail Awards : 
Presented by Adclub 


At its recent annual Direct Mail 
Day program, the Advertising 
Club of Des Moines presented 
awards to Better Homes & Gar- 
dens, for mailings planned to en- 
hance the value of other types of 
advertising, and to Look for direct 
selling. 

Arthur Brayton, chairman of 
the Des Moines Convention Bu- 


| Successful Farming in the sweep- | 
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Thursday nights. Maxwell House 
which will fill the first half of| Coffee will be featured on the 
General Foods Corporation’s full| show, which is handled through 
hour of television over NBC on! Benton & Bowles. 


reau, presented the awards, which | 
also went to Son De Regger Ad- | 
vertising Agency for mailings| 
planned to help dealers and 
agents; Successful Farming, for) 
mailings planned to help sales-| 
men; Younkers department store 
for good-will mailings; Sargent 
Feed Company for mimeographed | 
house organs; Younkers for | 
printed or offset house organs, and | 


preside over the video version 


; FINE OFFSET LITHOGRAPH 


stakes classification. 


General Foods Puts 
‘Author’ in Video Spot 8 

“The Author Meets the Critics” | at 
will make its television debut| ¥# 
over WNBT, New York, July 10 
as a replacement for “Juvenile 
Jury.” 

John K. M. McCaffery, modera- 
tor of the radio program, will also 


THE VERITONE COMPANY 
57 W. GRAND AVE, + CHICAGO 10 
WHITEMALL 5957 


radio time. 


] 


The Movie Advertising Bureau now gives you all 
the facts in its continuing study of theatres for 
movie advertising. It represents three years of 
research and a cost of $100,000. The study is com- 
piled, checked, kept up to date by the fast, accu- 
rate International Business Machines system. It’s 
placed quickly at your service only by the Bureau. 


~ The $100,000 Study 
of Theatres for 
Movie Advertising 


The successful use of movie advertising in theatres hy big national advertisers brought an increasing 
demand for all the facts about this fast-growing medium. Agencies and advertisers wanted the 
complete story so they could buy movie advertising in theatres as factually as they buy space and 


The continuing study evaluates for Movie 
Advertising almost every one of the nation’s 
18,000 theatres, including the 11,250 which. 
schedule movie advertising. It spotlights facts 
you haven’t seen before—facts you'll learn only 
through the Movie Advertising Bureau. For 
example: 


You can determine the sales location of each theatre —whether down- 
town, residential or shopping area. 


2 You can compare the summed-up quality factors of each theatre with 
those of all theatres in its district. 


3 You can compare the buying power of each theatre’s audience with 
the average buying power of the city’s entire population. 


The study also reveals many other important facts which the nearest representative of the Movie 


Advertising Bureau will gladly explain to you. 
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MOVIE ADVERTISING BUREAY 


New York 17, N. Y. * Phone MUrray Hil 6-3717 
‘or 302 


7 45th Street, : Le 
Stains OND: 70S riertn tnichigen borane, Coleage 1° Mone ANDoy 
s 


Scoovonvoc os seeees 


sess2e22000000,4 
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pants VWlember ‘ 
2 WHITED FILM SERVICE, INC.: RAMSAS CITT + CHICAGO + CLEVELanG 
_—« MOTION PICTURE ADV. SERVICE CO., INC.: MEW ORLEANS + MEW YORK + BIRMINGHAM - Atlanta - SEEPONS 


Representatives throughout the 4S States 


the job for you. Our own staff know 
of this advertisement. 

BOX 6743, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
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Write for E-ST ry 


e2t. 


SIMON ADHESIVE PRODUCTS CORP. 
220 Fifth Avenue, New York I, N.Y. 


T.M.Reg. 5 Pot. Tf 
Self-adhesive displays 


Joins Compton Staff 


Harry Woodworth, formerly 
with Erwin, Wasey & Co., Minne- 
apolis, and BBDO, New York, has 
joined the Chicago office of Comp- 
ton Advertising. He will be 


agency producer for the new 
Procter & Gamble show, “Wel- 
come Travelers,” which starts 


June 30 on the ABC network. 


WHOS crv 


Pf its 


of America is making a brand preference study of the 25 
principal areas inhabited by Negroes in the U. S. This is the only study 
ind ever conducted. Reserve your copy on your letterhead now. 
We serve 24 times as many Negro papers as all other representatives. 


INTERSTATE UNITED NEWSPAPERS, Inc. 


NEW YORK @ CHICAGO @ DETROIT 


545 FIFTH AVENUE 


ETTING ere L 
THE LIONS SHAR E 


How the American Negro s 
uestion, = which we will 
ompan 


(Op 


yyende ten billion dollars annually is a vital 
soon have the answer. The Research 


NEW YORK 17, N. Y. 


Public Utilities 


Admen Pick Copy 
Contest Winners 


Detroit — Forty-five national 
awards and 90 honorable mentions 
were presented to winners of the 


| Public Utilities Advertising Asso- 


ciation’s Better Copy Contest at 
its annual convention here last 
week. 

Over 1,400 entries were re- 
ceived from utility companies in 
the. United States, Canada and 
Hawaii. Classifications for con- 
test competition included newspa- 
per, radio, outdoor, direct mail, 
window display, motion picture, 
annual reports to employes and 


| than 400,000 customers. 
stockholders, and employe publi- | 


ne am 
a Sie Ee i = 


SEND-OFF FOR JAMES—Among the well-wishers at a farewell luncheon given 

by This Week Magazine's business staff in New York for Alden James, who has 

been on the eastern sales staff of the magazine since it began in 1935, were 

(left to right): John C. Sterling, Mr. James, Walter Blanchfield, Raymond 

Gilleaudeau and Euclid M. Covington. Mr. James has been appointed ad 
director, of P. Lorillard Co. (AA, June 16). 


The companies competed in| follows: 
three groups: Group A for those Electric companies, series of five 


zs or more newspaper advertisements: 
with less than 100,000 customers; | Group A—Hawaii Electric Company 


. . | Honolulu. Group B—Indianapolis 
Group B for those with from 100, Power & Light Company. Group Cc— 
000 to 400,000 customers, and| iowa Utilities Association, bes 


average 


parr . Moines. 
Group C for utilities with more Gas companies, series of five or 
more newspaper advertisements: 


4 : Group A—lIndiana Gas and Water 
National award winners, by Company, Indianapolis. Group B— 


cations. 


| classification and group, are as| Minneapolis Gas Light Company, 


We don’t mind admitting—strictly 
among advertising people, of course 
that from time to time we have been 
sort of scared of these Chicago Sun 
readers. They don’t seem to run true 
to type of average newspaper readers 
you can recognize in the dark all across 
the U.S. if you know what we mean. 

They send in some mighty high 
minded mail, have a low flash point on 
moral issues, are not Sunday morning 
sleepers, so to speak. They take to 
serious topics like a duck to soup. 

If they disagree with something 
the paper prints, they get on the phone 
and bend the ears of the guys in the 
editorial dept something drastic. 


de talk about a soft touch! If 


little 
piece about a sick kid, or a lost dog, or 


The Sun prints a picture or a 
| 


an old party who is tossed out of their 


abode on account of rent trouble— 
zowie! They phone in droves and want 
to do something, kick in with cash and 
checks ...it’s a wonder the copy boys 
don’t go juvenile delinquent. 

Of course, occasionally they clean 
out some store advertising a hot value, 
and rush some Sun advertisers. Mostly 
you get the impression that Sun readers 
are people to be very respectful of. 
But from now on I am going to be 
more at ease. 


| readers may not have feet of 
clay as the poet says, but a lot of them 
must have rolls of fat! 

On Sunday, Mar. 30, The Feminine 
Angle pages carried a column article 
on how it’s smart to be slightly skinny. 
A little paragraph at the bottom offered 
a diet sheet showing how to take off 


ten pounds in ten days. é 


Ii not feet of clay... 


The diet started to work next 
morning for the mailmen and our mail 
department girls, wrassling around 
the sacks of heavy mail that came in— 
couple of thousand letters a day for a 
few days before it trickled off. Late 
entries still dribble in, but at the end 
of four weeks the count of letters from 
Sun readers who want to lose some of 
that old embonpoint was 15,776! 

It is very reassuring to learn that 
some Sun readers are also concerned 
with the things of the flesh. 

There ought to be an advertising 
argument in this episode, too. Must be 
a lot of pretty hearty eaters reading 
the newspaper! Might be an economic 
index, too, as you know how much of 
the green stuff it 


takes to get good 


groceries these days! Guess we ought 
to trv it out on some advertisers. And 


note reactions, if any. 


e CHICAGO SUN 


400 West Madison St., Chicago 6, Ill ¢ 250 Park Ave., New York 17, N. Y. 


Minnesota. Group C—Southern Cali- We 

fornia Gas Company (Southern We 

Counties Gas Company), Los Angeles We 
Electric companies, single news- 

paper advertisement on a public re- We 

lations subject: Group A—Hawaiian Mo 


Electric Company, Honolulu. Group 
B—Narragansett Electric Company, Sta 
Providence, R. I. Group C—Philade!- 
phia Electric Company. 

Gas companies, single newspape: 
advertisement on a public relations 
subject: Group A—Houston Natura! 
Gas Corporation. Group B—Atlanta 


Gas Light Company. Group C—Nat- rear. fi 
ural Gas Companies, Pittsburgh. year, 
Electric companies, single news- § ending 
paper advertisement promoting th: irst 
use of electric service: Group A first we 
Louisiana Power and Light Com- Amo! 
pany, New Orleans. Group B—Da!- tricts 
las Power and Light Company ricts, § 
Group C States Powe was 14! 


Company, Minneapolis. trict 
“¥ tpl e district 
Gas companies, single newspape! 
advertisement promoting the use of and Si 
gas service: Group A—lIndiana Gas 


and Water Company, Indianapolis tricts, 
iy B—Northern Indiana Publi from tl 
Service Company, Hammond. Group 
C—Brooklyn Union Gas Company. Among 
Transportation companies, sing the gi 
newspaper advertisement on any (19%) 
subject: The Transport Company 0! 
Milwaukee. the gre 
All utility companies, employe 
publications: Group A— Hawaiian 
Electric Company, Honolulu. Group : 
B—Ohio Public Service Company Federal 
Cleveland. Group C—Niagara Hud- @ ‘istrict 
son Power Company, Syracuse. UNITEI 
All utility companies, direct mai! Boston 
to residential customers: Group A Naw 3 
Louisiana Power and Light Com- oo 
pany, New Orleans. Group B—Pub- Bosto 
lic Service Company of Northern oprin, 
Illinois, Chicago. Group C—Brooklyn Provi 
Union Gas Company. New Yo 
All utility companies, specia! Newa 
booklets: Group A—Kansas Gas and Buffa 
Electric Company, Wichita. Group B New 
Shawinigan Water and Powe! R 1] 
Company, Montreal. Group C— inp 
Southern California Edison Com- syrac 
pany, Los Angeles. Philade 
All utility companies, window dis- Phila 
play: Group A—Houston Natural Clevela 
Gas Corporation. Group B—Cincin- Akrot 
nati Gas and Electric Company Cinei 
Group C—Philadelphia Gas Work Cleve 
Company. Colur 
All utility companies, inside dis- Vorur 
play: Group A—Hartford Gas Com- roled 
| pany. G igan Wate! Pitts] 
j}and Power Company, Montreal Richmo 
| iroup C—Michigan Consolidated (as Wast 
| Company, Detroit. Balti 
| All utility companies, outdoor ad- Atlanta 
| vertising: Group A— Washingto! Birm 
| Water Power Company, Spokarn os 
| Group B—Cincinnati Gas and Ele: iam 
|tric Company. Group C—Souther! Atlan 
| California Gas Company, Los Ange- New 
| les, Nash 
All utility companies, annual re- Chicage 
| port to stockholders: Group A Chiea 
Colorado Central Power Compan) India 
| Englewood. Group B—Hous! Dete 
Lighting and Power Compan) Milw: 
| Group C—Pacific Gas and Electric §. iwi 
Company, San Francisco, '. Lou 
All utility companies, annual Little 
| port to stockholders: Group A-—N Louis 
| entries. Group B—Connectiecut Light st. Li 
and Power Company, Hartford fem] 
Group C—Consolidated Edison Co"- 9 Winner 


| 

|} pany of New York. 

All compete as one group, motlo 

| pictures: National award, Detro 

| Edison Company. 

} All utility companies; all compe! Kk 
| as one group, radio advertising: > 

| tema) award, Union Electric | 

| pany of St. Louis. 


Plugs New Neck-Sizing 


| Bardon of Hollywood is intro- 
ducing its new neck-sizing 1 
sports shirts with a cartoon calm- 
paign illustrating the discomtor' 
of a too-tight and a too-loose «0! 
lar. The campaign is now uncé 
way in consumer and trade | 
lications, radio, outdoor 
dealer helps. Hugo Scheibne! 
Los Angeles, is the agency. 


Keats Joins KSRO 

Perry Keats, formerly in ‘ 
advertising department of Procté! 
& Gamble Company, Cincinn®! 
has joined the commercial de} 
ment of Station KSRO, Sa'4 
Rosa, Cal. 
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Agency & Extension Review, pub-_ office. She will continue as staff|served in the Wac as a major. 
lished by Ware Bros. Company, | manager for the “stop accidents” In addition to “stop accidents,” 
Philadelphia, will change its name | program. she is also assistant campaign 
4 : to The National County Agent & Before joining the council in| manager for the “American heri- 
- ; Vo-Ag Teacher. The advertising| January, 1946, Miss Crabtree! tage” program. 
Federal Reserve Figures on Department Store Sales ro. hag vy gos Rend one time 
wi e .50, with a new guar- 
WASHINGTON—Department store Kansas City .... 10 10 16 anteed circulation of 18,500, effec- 
les in the U. S. in the week end-| 5%t. Joseph ...... 8 12 * | tive Sept. 1. 
- | Oklahoma City 4 6 6 ‘ 
ts ; June 7 were 7% greater | PMU. 5 0 cease vt 6 15 10 so 
the first week of June last year, | | Dallas District.... 8 9 5 Offers New Combination 
ven ccording to the Federal Reserve; Dallas .......... . 1 Electronic Laboratories, Inc., 
has ard. The gain was somewhat | - Sphdhadhg dante se eee os Indianapolis, has begun produc- We pick up and deliver copy and layouts, radio scripts, record z 
fere ‘ess than the average gain in May. | Sah Antsais .... 9 12 3 tion on a new 10-tube radio- players and transcriptions, presentations and display easels, tickets fakes 
ond Based on dollar volume from | San Francisco Dist. 11 3 0 |Phonograph console with two and luggage. We pick up from, and deliver mail to, all main 
ad 25 to 1939, sales in the first; 1s Angeles Area 11 2 —4 |speakers and amplifiers, auto- and branch post offices. We deliver mail, air freight, to and from 
ok this aaceatie wee. mais Oakland ........ 7 1 0 matic record changer and storage all trains and airports and your office. Dozens of services fit in 
— F. oe high the °35 ap! San Francisco ... 7 --10 —3 | space for 10 albums, to sell for with your requirements, including complete office removal and 
three times as high as the ‘3o- he, pe rela oh ss less than $100. The company has | replacement. Let us survey your needs: and furnish weekly or 
five § average. Volume for the week Weel eattic savage ark appointed Sid Joffee to direct | monthly rates. 
ents exceeded only twice before Paci ht ety : aia 4 sales. | 
Dols ' | r—Revised. — 
D oe P _ DEPARTMENT STORE | *Data not available. Council Transfers | 
se _ SALES INDEX Tt , Helen Crabtree | 
ents: 1935-39 EQUALS 100 Magazine Changes Name The Advertising Council has | | 
+ (| | Effective with the -September/transferred Helen J. od 2 | 7 
pany, Week to June 7, ’47*. p292 }} | issue, The National County! from the Chicago to the New York | Z } Bic 
Cali- . 7 
ee Week to May 31, ’47*.250 
ba ‘| Week to June 8, ’46*.273 
ic re- Week to June 1, °46*.223 | 
‘aiian Month of April, °47..274 § " TW MU gtiik am. Ca Me LR Pn de esgemaaadi 
zroup ausks s oe 
own *Not adjusted seasonally. 4 ; 5 
pPreliminary. i re : 
paper 9 i : 
itions : pe ‘ Fai . 2 af 
t " ] esate ihe eg t 
ign 3 . 43 for liquid assets ! 
n“* ff year, first in the pre-Easter week | = i vers : 
news- Mending April 5 and again in the | f 
S \h° [first week of May. | es 
‘Com- Among the federal reserve dis- isan < 
aes tricts, greatest gain for the week ; 


Power jp was 14% in the Chicago (seventh) | 
— district. In the Richmond (fifth) | 

ise of and San Francisco (12th) dis- 
ecee tricts, no change was _ reported | 
Public from the same week a year ago. | 
Group § Among cities, Birmingham showed | 


Seat the greatest year-to-year gain 


“y "= A oe. 2 : “ 
see Shes es ee ae me i pasties Ma ene 
_ any §§ (19%) and Newark’s 5% loss was | “ : . 


ig% beami Bie ¢ 35 Sk alley iin ~_ ws i oe 


mY °' Bthe greatest reported. 
1p loy e Yr.-to-Yr. % Change 
sees 4-Mo. Wk. Ending | 
ipany, @ Federal Reserve Jan.- May June | 
Hud- district and city Apr. 31 7 
e. UNITED STATES.. 10 12 7° | 
; mal B Boston District. ... 10 18 Sy: 
a New Haven ..... 4 17 —!1 
~Pub- ee 13 21 9 | 
rthern ich verry ‘ : : } 
y0klyn Providence ..... 2 ; | 
i New York District. 9 15 4 ag 
ecial NGWAPE sacs ss 6 rs —5 | is 
tng a) 8 ril0 Se Braet 
oup 5 New York ...... 9 17 4 | > , : 
rote ff Rochester ...... a. 3 - = | Dollars in the bank, or ruinous soil-eater . . . rain e 
Com- Syracuse ....... 5 r4 tay , oe hod . P “a 
a ee Set " . oe falls when it isn’t needed, fails when it is! Ag scientists at 7 
Ww dis- ‘Niladelphia ... | 
-. aee : | Purdue recently finished five year study of twelve small fields 
‘ - é OME sce seseces ‘ 
yany ‘ 3 P : € > € . . . . 
Work Cua a2cgee oR Y . six farmed the ordinary way, six for conservation. Check of 
o cis. > a te , | the run-off water over four years showed savings of 9.5 inches ...milk, powdered, flavored for fountain drinks . .. 
oO - Be 4V1ICUO geccccsscs | ae. 
Water Pittsburgh ..... 11 3 8 : : ° butter better tected, new type cheeses... 
ntreal. EMlichmead Meise 6 > 0 | water, 7 tons soil, 484 lbs. organic matter, 118 lbs. applied 2 ot GEES, Sow type chore... mare 
ed Gas Washington 2 5 3 ita oe ” : : outlets for milk products... are the current program 
Cat Baltimore ...... 5 $ =—% fertilizer, for the ‘‘conserved”’ fields... plus increased yield of the American Dairy Association . . . See “The 
ed By Atlanta District... 7 13 6 ‘ , ‘ ee : 
mete Birmingham 5 19 19 —per acre corn 51 bu., wheat 9 bu., hay 1,100 lbs., cumulative Dairyman Goes to Market”, page 31, June issue. : 
Mec | ae ee 13 16 13 sO} ; 
El 4 ; ‘ s 
ather' ve eee $ nm =, dividends for soil that will bank the rain! ; 
Ange- New Orleans .... 11 17 5 i : ; 
Nashville ....... 2 «32 4 Advertising and marketing men could read with profit 
jal : Chicage District... 10 r15 14 
Chieagw o Ty ’ ‘ 
a CUED: 50.9 ++ 9+ a: a ae “Keep The Water Now” page 25, SuccessFuL FARMING for 
us Indianapolis faa Oe a 7 ; ; 4 ; . é 
pans uneuen : ee te June, as a significant single instance of the wide, continuous ... Pests pass up strong plants, pick on weak ones! 
‘lectric . Ceeeses “ 4 , . . . . ‘ _—" 
St. Louis Di * 20 ‘ : . University of Missouri studies sl fertility 
LA — research that makes farming the fastest changing of modern ee ee a re 
| tle Rock 1 0 i é t ’ 
7" ‘ Loaiaeline Ft hte 9 33 16 ; 2 : . i may be best pest preventive... .‘‘Bugs Don’t Like 
, Light t. Louis ......:. 12 20 6 | industries, improves farm production, profits, standards of Well-Fed Plants”, page 24, June issue. 
rtfora CS eee 4 16 8 . 4 . . 
1 Com- EF Minneapolis Dist... 15 . e | living, and potentials of the farm market! , 
linneapolis .... 10 . <a’ 
a | eae 19 ° ° , , a , , 
uluth-Superior. 10 * * Most missed market are the nation’s best farmers in bis eee 
ont + Mohd eh * oe | the 15 Heart states .. . where SuccEssFUL FARMING is almost oni 
evreseeee “— | 


.ls near prospect, with the development of 


the sole medium to more than 1,200,000 farm families not 
chemical defoliants that keep ground clear of 


reached by general magazines, barely scratched by national unwanted plant intruders. See article, captioned as 
network programs ... With the best soil, best methods, best above, page 41, June issue. 


brains, largest investment in land, buildings and machinery 


through the 
sales power of government payments)—$3,252 above U.S. farm average!... 
CHAIN STORE AGE Current high income, savings of five good years, and piled 


J °,? -mz ake ese rez ers one of > 2m; ‘lass arkets 
Drug Editions up demand make these readers one of the best class markets 


. SF subscriber’s 1946 gross income, was $7,860 (without 


in the world today! ... National advertising isn’t national 
without this market and medium!... Ask any SF office for the 
facts... SUCCESSFUL FARMING, Des Moines, New York, Chicago, 


Cleveland, Detroit, Atlanta, San Francisco, Los Angeles. 
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Asks: ‘Is Advertising 
a Closed Field?’ 


To the Editor: Once again I’m 
writing to you, and this time I’m 
not so poetically inclined. There 
is a reason for it. 

Once—not too many years ago 
—I approached the advertising 
agencies as a young hopeful with 
some secretarial advertising back- 
ground. The wise men shook their 
heads dubiously, gave me sound 
advice, and sent me out to search 
for that elusive key to success— 
the right experience. 

Now I’m back, knocking on 
their doors again, with nine years 
of good, solid business back- 
ground. They listen, greatly im- 
pressed, and praise my efforts and 
achievements. “No doubt,” they 
rumble, “you’ll find the right job 


This department is a reader’s forum. Letters are welcome. 


and do very well. You have a 
marvelous background. But we 
can’t afford experienced people; 
ours is a beginner’s job.” 

What I’m asking is—what’s the 
matter with advertising? Is it a 
closed field? I don’t come with a 
yearning to write sensational ads, 
but I have advertising experience, 
know and love the work, and 
would make a darned good secre- 
tary or assistant to some one. I’ve 
advertised in your worthy pub- 
lication; our account executive is 
on the lookout for me in New 
York; and my name is with Im- 
portant People and employment 
agencies here in Boston. Still no 
jobs. 

My salary requirements aren’t 
unreasonably high, and all I ask 
is a lively, interesting job with 


loads of responsibility and _con-, 


tacts. I can type and take short- 

hand like fury; like people, and 

dote on research, reports, and let- 
ter writing. 

Any suggestions 

greatly appreciated. 

BERTHA C. OLSON, 
Boston. 


7 2+ 

Comes Across Startling 
Likeness in Captions 

To the Editor: The cartoon re- 
produced on Page 10 of your May 
12 issue rather amused me be- 
cause some months previously (on 
Feb. 22, to be exact) I had clipped 
almost exactly the same thing 
from the St. Louis Post-Dispatch. 
That latter cartoon, a copy of 
which is enclosed, was a syndi- 
cated one by the famous (and 
deservedly so, I think) Lichty. 
Perhaps this is just another ques- 


would be 


_itilaneiie 


Routing Slip 
Advertising Dept. 
From: D. E. Richards 


Attn: Mr. Cole 


HARLOW PACKING CO. 


To: Robt. Cole Advtg. Agency 


a 


| 


Yes, 31 billion dollars, that’s 72% of Northern 
California’s effective buying income. 


: ee = * ) = rw a. 


ONE 


SERVES 


“ 


Seen 
3 Ce ard eo . 


K QW is the only Columbia station serving this 
important 14 county San Francisco-Oakland Bay Area 


Market. 


K QW for Columbia delivers this rich compact area 


- +. at low cost. 


EXCLUSIVELY ¥° 


COLUMBIA STATION | 


Delivers the Columbia 14 County 
San Francisco-Oakland Bay Market! 


{hv he yt Represented Notionally by Edword Petry & Ce. Inc. 


Pacific Agricultural Foundation, Ltd. 
San Jose, California 


| i 740 on your dial 
g --~ Sen Francisco Studios 
~~ Palace Hotel 


ay 


mA 


4 
J . . . 
an er " = Foes 
. “It's a scientific discovery that will shake the we'll need 
+ ® Photogenic blonde in a bathing sult to get it into the papers!” 
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—~Mevek Revi 
“I's a world-theking discovery—but we'll need « ert redhead i» 


bathing wit to get into the 


tion of which came first—the 
chicken or the egg. At any rate, it 
is probably more than a coinci- 
dence, particularly inasmuch as 
the “copy” is so similar. 
If possible, I’d like to have the 
Lichty cartoon back—I have on 
several occasions shown it to 
clients when they wonder why 
various “earth shaking” releases 
have been consigned to the well- 
known “circular file.” Frankly, 
it has proven most effective. 

A. E. WRIGHT JR., 
Account Consultant, Fleish- 
man, Hillard & Associates, St. 
Louis. 
[Editor’s Note: There certainly 
is a similarity of captions between 
the Lichty cartoon and the one 
AA reproduced from the “Merck 
Review.” We want, while we’re 
at it, to echo Mr. Wright’s com- 
ments on Lichty, who is one of 
our favorite cartoonists, and 
whose work frequently is repro- 


Loe 


papers from which your figures 
are taken have an aggregate 
circulation of 73% of the total 
U. S. circulation, your figures are 
bound to give a somewhat erro- 
neous impression of the advertis- 
ing of such companies as Stand- 
ard, whose activities are sectional 
rather than national. 

The Standard Oil Company of 
New Jersey and its two affiliated 
Esso companies — Standard Oil 
Company of Pennsylvania and 
Colonial Beacon Oil Company— 
alone advertise regularly in over 
800 newspapers in 18 eastern 
states, and their annual expendi- 
tures run considerably in excess 
of the total you have for Stand- 
ard Oil Company of New Jersey, 
including Daggett & Ramsdell, 
Humble, Mistol, Nujol, etc. 

We don’t expect you to change 
your figures, because that would 
not make them comparable with 
the others reported on the basis of 


duced on our editorial page. ] |338 newspapers, but Bob and I 
thought you would like to know 


a 
Big Regional Schedules that a good index of the nation 


Change Paper Picture may not be a good index of a sec- 
. tion of it, as in this case. 
To the Editor: We are all pretty 
, ; Vice - President, McCann- 

AGE in this office, and the same | Erickson, Inc., New York. 

pt ’ 

tising department of the Standard AA Stands 

which account I am in charge. ‘There’s a Hoe in S.A. 

You give us the news of the in- To the Editor: In your issue of 
In addition, you give us many/concerning the development of 
worth while extras, such as your| the international circulation of 
tional advertising expenditures,|this statement you declared that 
1945 and 1946. |at the present time there is not 
manager of Standard Oil Com-/|the Americas south of the Rio 
pany of New Jersey, and I are! Grande. 
publishing these figures, and that | that Empresa Editorial Haynes 
they are done more or less on an|Lda. S. A., Buenos Aires, has had 


regular readers of ADVERTISING | J. L. Deane, 
goes for the people in the adver- | . & 
Oil Company of New Jersey, of Corrected; 
dustry in brief, palatable form.|May 12 an article was published 
May, 1947, supplement listing na-|the Macfadden Publications. In 
Robert M. Gray, advertising|one four-color gravure press in 
fully aware of the purpose of your | We would like to inform you 
index basis. Even though the 338 | one large Hoe four-color gravure 


Special Print 
Brings Great Advantages 
to Kodachrome 


A Chromart Artcopy Print, being om paper, gives you these 
important working advantages that are utterly lacking in a film 
transparency: 

CLIENT SATISFACTION. Your customer can okay a print he can look 
at more intelligently than a film he must peek through. 

COMPLETE FLEXIBILITY. Retouch, aitbrush or letter-across a Chromart 
as desired. 

ECONOMY. Paste one or more Chsomarts into final artwork and 
have but ome set of plates made of the entire page. 


FINER REPRODUCTION. Your platemaker works with more certainty 
from fine “flat copy” he can match, color-for-color. 


Big time advertisers from coast-to-coast use our service regularly. 
Chromarts from your Kodachromes are priced from $48 to $115, 
depending upon the size ordered, and pay for themselves. Write! 


| Frank Miller Laboratories 


FORMERLY PHOTOCHROME 
846 WN. Fairfax, Hollywood 46 
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+-ess since 1939, and they have 
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en using it since that time 
inting their own magazines and 
veral others. Incidentally, this 
ess is kept in a large air-con- 
tioned building. 

MELCHOR GUZMAN, 
President, Melchor Guzman 
Company, Inc., New York. 


* +.7 


A Gets Caught 
vith Its Maps Down 

To the Editor: Please note the 

-losed clipping of May 12 Ap- 

RTISING AGE. On my large wall 
map of the United States, New- 
buryport is in Massachusetts. 
‘10% off Newburyport, that is. 

LeEsLiE A. LITANT, 

Assistant Advertising Direc- 

tor, Rogers Jewelry Stores, 

Boston. 

{Editor’s Note: Mr. Litant cer- 
tainly caught us with our geog- 
raphy dragging, especially since 
our Washington editor’s wife has 
recently been basking in reflected 
glory as a native of Newburyport, 
Mass. | 


i 
Garod Radio Dealer 
Reports a Theft 


To the Editor: We are enclos- | 
ing a tear sheet of one of our co- | 
operative dealer ads which car- 
ried an amusing sidelight. This 
ad appeared in the Herald States- 
man, Yonkers, N. Y., May 14, 1947. 


The notice headlined “Atten- 
tion” in the lower left hand cor- 
Pal PRICE! | 


WEIGHS LESS THAN 6 IBS. 
ne elo tnay, COMMSM 
~ wie 
; aarteeus 
wrt 
om 
+ ae 


bonnes 1947 & GAROD's 
* Siteer Anniversary peer, 

“2 marking © quarter century 
of comistentty fine radio design and 
production. Always a pate-setter, 
GAROD mew beers the Setd with new 
end improved models. 


RADIO CENTER | | 


ENTER” for Bee 
In Rodeo 


ATTENTION! 
To the Thieves Who 


Stele My 22 Radios 


seerens ene 


Remember, We Cusrantes 
Our Reding Whether You 
Swy or Stest Tham, 

The Mamegearert 


4 Cal VOrkart $1499 


| 

ner of the ad created quite a bit | 
of attention. The dealer received | 
a number of calls, some sympa- | 
thetic but mostly good natured | 
ribbing about the “steal.” It) 
seems as though his neighbors | 
just couldn’t resist temptation. It. 
also indicated very high reader- | 
ship of a timely but whimsical an- | 
nouncement of his misfortune. 
Misfortune turned 


the front page, with pictures. 


\. good time was had by all. 

J. G. DEVIco, 
\dvertising Manager, Garod 
‘adio Corporation, Brooklyn, 
a 


7, ¥ 


» Exclusive Contract 


! » Television: Holmes 
o the Editor: 
surprise the publication and 


ideasting of a statement to! 
effect that Burton Holmes has | 
ed an exclusive contract mak- | 


his film library available for 
vision. I have signed no such 
ract. I have .requested the 


pany which,.on April 8, 1947, | 


out the release containing 
statement to withdraw that 
ease and correct the false im- 
ssion created by it. 
faving waited in vain for two 
nths for some response to my 
tests that the statement was 


true, I now feel it advisable | 


5S Warkarter Ave. ot, Welle Are. | 


into good | 


fortune, as the newspaper carried | 
ymplete story of the robbery on . 


| 
| 


I have noted | 


to go on record with a simple 
denial. 
Burton HoLMEs, 
Hollywood, Cal. 

[Editor’s Note: AA does not re- 
call printing the item referred to, 
but is glad to help set the record 
right. } 


Sales Show Approval 


of ‘Times’ Readers 

To the Editor: This constantly 
amused and often instructed 
reader of your revealing ‘Ad-lib- 
bing” column was more than 
mildly astonished to discover one 
of the ads for which he is re- 
sponsible exposed without mercy 
as a shameless exploitation of the 
sulcus mammae in advertising. 

The leering comment which ac- 
companied the reprinting of a re- 
cent ad of Famous Fashions Shops 
Ltd., in your June 2 issue, led off 
with the statement: “Readers of 
the New York Times were some- 
what perturbed recently to see 
what will probably never become 
the glass of fashion in this coun- 


2 


9 ae 
Nothing could be farther from 
the truth. Times readers, no more 
concupiscent than subscribers to 
the less Olympian papers, are 
quite used to this sort of thing. 

They have been seeing phan- 
tomized young ladies behind dis- 
plays of Famous Fashion mer- 
chandise in ads that have ap- 
peared in the Times practically 
every week since August, 1946, as 
part of a continuing campaign. 

The function of the semi-ob- 
scured, idealized nude is to repre- 
sent the type of feminine figure 
Famous Fashion patrons are sup- 
posed to possess—and to mer- 
chandise the long-term Famous 
Fashion policy of providing 
everything wearable for the 
American Miss and Mrs. 

Far from being shocked by our 
frank intimation that sex is a 
surviving institution, Times read- 
ers have gratified the advertiser 
and the agency through the con- 
stancy and volume of their buy- 
ing response. In fact, so over- 


whelming was the dollar-wise 
reaction to the ad in question that, 
in terms of mail-order sales, it | 
proved to be the most profitable 
ad in the series. 

As evidence of its standardiza- 
tion of format, I’m enclosing a 
number of sample proofs from the 
ad series under discussion. I 
think you’ll get the idea. 

GENE GRIFFIN, 
Vice-President, The Graven- 
son Company, Inc., New 
York. 

[Editor’s Note: To this the Ad- 
libber says: ‘“‘Leering comment, 
indeed! Since when is pleased in- 
spection a leer?’’] 


fa. ee 

‘New Albany Tribune’ 
Makes a Comparison 

To the Editor: With no desire 
to be belittling, of course, we 
found it fun to make a few com- 
parisons after reading the ever 
modest Chicago Tribune’s Cen- 
tennial Edition. 

Linage wise, our Chicago name- 
sake’s 32,500,000 lines last year 
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is Only a little more than eight 
| times our biggest ever—4,000,000- 
plus lines. 

With equal modesty the World’s 
Greatest says it has an advertis- 
ing department of 307. We have 
only seven. 

Per person, if Col. McCormick’s 
crew had done as well, the Chi- 
cago Tribune would have carried 
175,428,396 lines last year. 

Aut. J. SCHANSBERG, 
Advertising Manager, The New 
Albany Tribune, New Albany, 
Ind. 

[Editor’s Note: Some fun, but 
try adding it up in dollars instead 
of lines and see how you come 
out. } 


ox a RIMEOGRIPHING 


THE LETTER SHOP, Inc. Inc. 


431 S. Dearborn St., Chicago 5,1}inois 


. An exciting .. 
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who becomes America’s newest exciting Story-Teller . . . with 
IT REALLY HAPPENED!!! 
. Telling intense, absorbing, educational stories based on the least- 


known facts of the most well-known people, Jim Ameche comes to a 


Available now... 
gram designed to please and to pull . 


M A™ 


. intriguing .. 


. dramatic 15-minute 


open-end transcription series now available 


STARRING 


large loyal audience with entertainment at radio’s best . . 
HAPPENED!!! ... 


TELE-RADIO CREATIONS, INC, is an organization 


of leading radio producers, directors, writers 


needs . 


. musical, variety and dramatic. . . 


and open-end transcribed productions. 


and artists equipped to meet all your radio 


live 


An Open-End Transcribed 15-minute show. 


for local, regional or national coverage . . 
. IT REALLY HAPPENED!!! 


for local, regional and national sponsorship. 


gECHE 
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de la Garza Heads 
Spanish Writers 


New York—Dario de la Garza, 
advertising manager of Sterling 
Products International, has been 
elected president of the Spanish 
Copywriters Association of New 
York, a_ three- 
year-old group 
which now has 
144 members, 
plus _ associate 
members in 
other United 
States cities and 
in Latin Ameri- 
can countries. 
All are con- 
cerned with ex- 
port advertising. 

Born in Mexico City and 
educated at Mexico School of En- 
gineering, Michigan State College 
and Northwestern University, Mr. 
de la Garza previously was with 


D. de la Garza 


Tht ot Sin —a se rcials - +. * 
Custom-made musical $e maximum cowults 
scientifically designee th sparkling, Creative 
er dollar - ae ope reduction! - 7 
deas their © Foe 
for, obeet ty =. elu merchan dise 
io 
Write or ‘phone --- 


Late ar A= oe 


Carrier International, Vick Chem- 
ical, Servel International, Na- 
tional Export Advertising Service 
and Colgate-Palmolive-Peet. 

“The aim of the association,” 
he said, “is to pool the varied 
business experience, education 
and knowledge of the members to 
develop better Spanish copywrit- 
ing.” 

Luis G. Dillon, McCann-Erick- 
son International, was elected 
vice-president; Mary Mercelis, 
Young & Rubicam International, 
general secretary; Jose C. Mar- 
rero, U. S. Vitamin Corporation, 
business secretary; Enrique Ar- 
gote, translating branch, War De- 
partment, treasurer, and Max 
Rios Rios, J. Walter Thompson 
Company International, trustee. 


Promotes Hendrickson 


E. J. Hendrickson, manager of 
the Chicago distributing branch of 
Farnsworth Television & Radio 
Corporation, Fort Wayne, has 
been promoted to manager of the 
sales division, succeeding E. H. 
McCarthy, retired. Glenn L. Kuf- 
fer, assistant manager of the Chi- 
cago branch, has been named to 
Mr. Hendrickson’s position. 


Parker Ink Sales High 


Parker Pen Company’s new 
Superchrome ink, launched by a 
$352,000 ad drive’ May 28, had an 
initial two-week retail sales vol- 
ume of $517,000, “which raises 
the economics of the writing fluid 
business to a new high level,” 
James N. Black, vice-president of 


the Janesville, Wis., company, has | 


reported. 


25 YEARS 


taste qood 
to us ! 


You 
back 
the 


realize that we're still the favor- 
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know, it’s to 


to the time when we were 


nice 


only radio station in the 
Northwest . 


at the latest listener surveys and) 


ite around here, by six to one! 


It’s 


havi 


But 


‘ake 


ake, 


like eating one’s 


ig it too! 


We're 


we ain't relaxing. 


doing the things now that'll 
make our Fiftieth 


Anniversary 
taste even better! Want to 


know the recipe‘ 


FARGO, N.D. 


NBC ..970 KILOCYCLES . . 5000 WATTS 


FREE & PETERS, INC. 
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GENERAL WOMEN’S STANDARD . 
> ; i947 1946 —i947—, 1946 —1947— 94 
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JUNE ADVERTISING LINAGE 


1947 , 1946 a | r 1947 a, 7 1946—-___ 
Pages Lines Pages Lines | Pages Lines Pages Lines 
GENERAL Atlantic Monthly ... 17.5 7,350 38.3 16,065 
Ace Fiction Grp..... 4.5 970 8.5 1,872 Harper’s Magazine.. 21.5 5,119 88.8 249 
aAmerican Magazine 49.8 20.917 77.0 32,324 mae rae ~— 
American Forests... 10.0 4,200 11.1 4,662 Total Group ..... 53.3 13,260 84.6 26,682 
American Home 69.6 43,958 64.9 41,019 OUTDOOR 
American Legion .. 22.6 9,487 27.3 11,450 | American Rifleman. 49.4 20,761 37.9 15,897 
Better Homes & : esd ms «seq | Field & Stream 102.6 44,065 100.5 43,141 
Gardens ......... 123.0 7, 88. 59, Fur-Fish-Game ..... 23.9 10,267 22.2 1,508 
Christian Herald = err = co Hunting & Fishing. ie Height oy 14,164 
Columbia .......... 3-6 2,17 ts 4,126 | Outdoor Life ....... 84.9 36,4: 88.7 38,069 
Cosmopolitan ...... 76.3 32,763 85.8 36,822 | Outdoors ........... 26.7 11, 44s 31.5 13.22% 
Dell Detective Grp.. 14.6 6,265 20.8 8,923 Boeorts.ARGla .....2. 89.0 38,258 77.0 33,190 
tDun’s Review ..... 46.3 19,446 42.3 18,159 ee 
Eagle Magazine 7.9 3,336 6.4 2,678 Total Group ..... 406.7 174,197 390.8 167,19 
BUREES wick ses creeees 8.2 3,526 1.9 5,119 JUVENILE 
Esquire (Natl.) .... 138.6 93,240 122.1 82,040 American Girl ...... 11.0 4,741 14.4 6.175 
| Extension Tarte eae 17.0 13,732 16.0 11,035 Boys’ > 7 SSE 25.1 17,071 23.1 15.70 
WOCTUMOS © ois sec oe 124.0 78,368 156.0 98,592 Calling All Boys... 2.8 1,077 a7 1,406 
Grade Teacher, The. 20.0 8,819 14.5 6,389 *Calling All Girls.. 16.0 6,879 23.7 9,028 
ee ee 83.5 56,783 50.2 34,106 SONG1G TALS ..oss ccs. 0.6 243 4.8 02 
House Beautiful 132.6 83,777 107.8 68,105 | gfamous Funnies .. 7.3 2,838 10.0 870 
|House & Garden.... 104.6 66,097 94.7 59,874 | e Fawcett Comics Grp. 10.0 1,260 11.5 1.449 
|Improvement Era .. 16.7 7,181 21.3 9,132 | Open Road for Boys 14.5 6,241 17.3 7,28 
fs Tl aa ae 16.0 10,910 15.6 10,687 | Polly Pigtails ...... 4.7 1.778 6.7 = 
Macfadden Men's Grp. 14.3 6,024 18.0 6,933 | True Comics ....... 5.1 1,957 5.0 919 
Mechanix Illustrated 74.8 16,762 63.0 14,092 — aeaeamads - 
Motor Boating ..... 102.5 60,258 106.0 62,353 Total Group ..... 97.1 44,085 120.2 51.438 
National Geographic 50.7 12,030 44.8 10,631 | WEEKLIES—MAY 
Nation's Business 44.9 = 19,248 548 = 28,514 | american Weekly .. 82.3 82,250 76.2 75,20 
b¥ature Magasine.. ae eee —— yee | {Business Week 308.6 129,600 278.4 116,930 
i SO pe ss foe ee | eee”) eee | Christian Advotata.. 988 8004 17.6 7,29 
Popular Mechanics.. 153.9 $6,983 = 380.5 29,232 | COGTIONS 5.5 «ass odes 271.0 184,319 201.5 137,026 
Popular Publications 14.2 3,189 7.5 1,674 qr aes = 998 Meg 66 579 
I a pos . Pn. 2 ee eke bet 4 ae a% 123.5 2,984 155.2 i2 
Popular Science .... 121.8 27,288 135.6 30,380 i ee 36.0 15.417 44.9 19/293 
Promenade .......-. ip lle IMR ga" 23.9 25,105 87.8 25.662 
PROGR As i Siccases 36.8 15,806 46.1 19,7 16 | ee ee 37.3 15,987 46.0 0,045 
OCREEOR 5x25 +>» + > ++ a6 a=. | oe Eo iets 325.0 221.109 260.0 178,751 
Scientific American. 9.3 4,000 7.2 3,097 rn en lh eae @ 56.608 68.7 46.735 
eStreet & Smith All * 7 4 Newsweek ......... 5 107,650 247.8 104,06 
| Fiction Grp. ...... 4.0 744 5,5 1,023 Sew Vask Times 
‘ — anc 
Eaten a ner PIERS Magazine ........ 166.1 141,169 134.2 114.0 
gro RE eto —— | ee, | ew Nether ....... 326.4 140,043 251.5 107,90 
| Thrilling Fiction Grp. 13.5 (ane a a oS ae 38.3 16,429 24.8 10,43 
|Town & Country.... 65.8 44,181 106.3 71,407 Maria .........., 14.1 11,968 18.1 12.951 
PM ht at, Kiet exo 61.3 26,323 65.0 eS BR et ap cer A 
“ = eo 6 pe - | {Saturday Evening 
‘ieee hs eae sae 105.8 62,210 107.8 63,404 | ET gee 489.8 333,027 353.6 40.438 
- . rr nor | (Saturday Review of 
| Total Group ..... 2,151.9 1,064,933 2,122.3 1,044,72 Literature ........ 42.0 18,183 56.0 24 206 
| WOMEN Scholastic .......... 39.0 16,417 35.3 14,825 
Crees 86.7 37,180 151.0 64,779 This Week Magazine 64.4 54,785 47.9 40,678 
|aF'amily Circle ..... 26.6 11,402 21.7 9,296 TD: Weawevass so.xuhes 308.0 129,378 274.0 11 118 
Pee 66.0 28,314 146.0 62,634 jUnited States News 150.0 63,006 159.3 66,906 
|Good Housekeeping. 146.7 62,933 138.4 59,370 ‘ a _ 
| Harper’ s Bazaar 90.4 57,140 162.6 102,785 TOC! GrOUPp csics 3,208.8 1,825,328 2,787.6 1,545,101 
go? ee ee 19.4 13,649 20.5 14,317 —_—_—_—_—_ : ie - 
| Household faker, a 26.6 18,138 19.4 13,439 ai1947 figures are those carried in the Ho gee 
|Junior Bazaar ..... 33.8 21,116 97.0 61,304 | issue, an issue published between the May and Jun: 
| Ladies’ Home Journal 156.9 106,658 124.2 84,451 issues as a result of the change in issue date of this 
|Mademoiselle ....... 139.0 59,631 195.8 84,012 publication. Advertising linage of the June 1947 issut 
| McCall's Pee ee 100.7 68,479 79.5 54,059 of the American Magazine was 23,004, or 54.8 paces. 
| Modern Romances +Page size changed since last year. 
to} MARS 39.4 16,899 53.0 22,750 b June-July issues combined. ; 
Modern Screen (MM) 49.5 21,240 63.7 27,341 *Not — in totals. Started publication p- 
Motion Picture (F). 53.7 23,035 70.3 30,165 tember 1946. : 
Movieland ......... 29.5 12,649 32.9 14,112 c Four issues 1947; seven issues 1946. 
err 28.0 11,998 44.0 18,727 d One issue 1947; four issues 1946. 
| Movie Show .......: 31.1 13,354 33.0 14,166 tNot included in totals. 
Movie Stars Parade. 28.0 12,008 43.0 18,420 | Bee figures average two editions—Screenland «1 
| Movie Story (F).... 51.8 22,227 69.0 29,628 Silver Screen. ; 
| Showtes tn Wed tale bivuie. sea 28.0 11,998 43.0 18,329 | f Two issues 1947; one issue June 1946. ; 
Parents’ (N. Y. Metro tincludes space in issues sold in combination ith 
WD ccd ceuwcskccc 101.0 43,325 90.0 38,628 | Heroic and Jingle Jangle, bi-monthly. 
Parents’ (Nat’l)..... 92.8 39,820 78.6 33,711 xPublished bi-weekly. 
|Personal Romances. 24.0 10,180 36.0 5,418 #1946 figures average eight books. 
Photoplay (Mac) ... 64.0 27,453 ig 30,824 {Five issues 1947; four issues 1946. 
| Radio Mirror (Mac). 40.6 17,434 42.8 18,379 | h Two issues 1947; four issues 1946. : 
tReal Romance .... 24.3 10,411 23.9 10,262 i Published every other week 1947; 1946 weekly 
| teal Gtory .....:.. 24.3 10,411 23.9 10,262 | j Five issues both years. 
|Screen Guide ...... 29.5 12,649 32.9 14,112 CANADIAN. je 1947 ~ 2 1946——+ 
eScreenland Unit ... 28.4 12,201 33.4 14,324 Pages Lines Pages 1eS 
Screen Romances .. 42.2 18,118 53.7 23,052 | Canadian Home 
oe ee eee 19.2 8,251 21.7 9,323 RT 51.7 25,128 51.5 \9 
| Seventeen beta teeees 80.4 54,658 122.6 83,351 Canadian Homes & 
Today's Woman ... 16.6 7,141 14.3 6,120 Gardens .:........ 67.6 45.415 62.3 4) 902 
| True Confessions (F) 54.9 23,548 66.6 28,589 | CHACOIMARE. cc sccdsvve 58.0 39,444 56.8 , 
True Experiences x. | a*Liberty .......... 44.7 19,165 85.5 63 
2) eee teens 41.7 17,908 46.8 20,084 | Maclean’s (2 issues) 86.2 58.617 91.6 6,262 
True Love & Ro- oF . a Spey 74.1 49,794 83.3 Nit 
mance (Mac) .... 41.6 17,861 45.9 19,688 National Home 
True Romances (Mac) 45.4 19,460 49.0 21,032 Monthly .......... 38.0 25.830 46.0 
True Story ....---. 79.7 33,442 78.0 32,946 | New World ........ 43.2 29,359 38.7 
fVogue (2 issues)... 114.2 72,200 168.7 106,596 Revue Moderne, La. 34] 23.209 40.0 
Woman's Day 54.7 23.464 40.8 17,490 Revue Populaire, La 28.3 26,820 36.6 
Woman's Home Com- *Samedi. Le 47.1 32 948 40.1 
ge ee ee 71.5 48,592 67.3 46,737 | a ee Se a tr 
ca 7 ee Total Group ..... 583.0 385,729 632.4 
Total Group 2,274.2 1,137,753 2,769.0 1,383,588 ae 
STANDARD *May linage 
American Mercury.. 4.3 791 7.5 1,368 a Five issues 1947; four issues 1946. 


WKMO Boosts Gregor, 


Mary Skaggs to Dana Launches Instant Coffee 
Frank Gregory, public rela 


Mary Skaggs, formerly pub-| The Borden Company Ltd., To- 


licity director of Associated Prod-|ronto, is introducing Borden’s in-| director of Station WKMO, F 
ucts, Chicago, maker of Chen Yu stant coffee to Canadian con- 'komo, Ind., has been app¢ 
and other toiletries, has been | sumers in a series of large-space| program director of the sti 


named publicity director of Dana 
Perfumes and Consolidated Cos- 
metics Company, Chicago. 


| advertisements in Canadian news-| succeeding Sid Collins, who °% 
papers, through Young & Rubi- | joined Station WIBC, Inc ™ 
cam, Toronto. | apolis. 
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Cosgrove Predicts 
re 0 g 
” 4 N 
5,000,000 New 
adios in 1947 
aalos In 
7 Cuicaco — Overproduction of 
sets, unbalanced inventories, price 
y eits and leader models prove the 
- redio manufacturing industry is 
‘k to normal, R. C. Cosgrove, 
‘going president of the Radio 
\onufacturers Association, de- 
clared at the RMA’s 23rd annual 
onvention here. 
Mr. Cosgrove, who is general 
manager of the Crosley division 
Aveo Mfg. Corporation, Cin- 
cinnati, predicted that 15,000,000 
ts will be made this year, in- 
ding 2,000,000 with FM and 
259,000 television sets. 
David Sarnoff, president of 
Radio Corporation of America, 
told members he believes _tele- 
vision is “an ideal advertising 
medium, unsurpassed in its simul- 
o< ogg taneous appeal to the eyes and 
13,226 Bears of millions of people.” Fu- 
sion of video with sound broad- 
casting is certain to come, he de- 
clared. 
Criticizes Movie Industry 
Mr. 
picture industry leaders’ for 
‘shutting their eyes” to television. 
Video, he said, will not supplant 
the theater and can, in fact, do 
much for it. Television as a 
nethod of simultaneous distribu- 
tion of motion pictures to the 


industry trade 
yointed out. 

The RCA president pointed to 
in “ineredible” increase in elec- 
tronics in industry which will | 


structure, 


‘rich opportunity” to strengthen 
their operations. 
Fred Eldean, 


Organization, 


104,065 


of Fred Eldean 
New York, told 


114,062 
107,907 
10,43! 


every opportunity 


in Every Room” theme on which 


000 for publicity alone. 


‘o their agencies that they put 
adios in other companies’ ad il- 
ustrations where feasible. 


Balcom New President 


7 issu Mr. Eldean’s public relations 
| PS*"“irm has prepared a slide film, 
‘Let's Get Personal,” showing 


yn Sep-fRales approaches to use in pro- 
1oting the idea that each mem- 
er of a family should have his 
wn radio. 

\ction was deferred on a re- 
juest by the RMA advertising 
‘committee that RMA contribute 
O0 the new Music Industry of 

rica public relations fund 
(AA, June 9). 
ix F. Balcom, vice-president 
treasurer, Sylvania Electric 
roduets, Emporium, Pa., was 
i6- ——~ Ble-ted new president of RMA. 
h\. ) new vice-presidents are R. E. 
-a'\son, vice-president, Tung-Sol 
» Works, Newark, and W. J. 
ley, executive vice-president, 


and and 


on ith 


69 ns Radio Company, Cedar 
62 is, Ta. 
) \ON MAKES FILM 
IcAGoO—A $20,000, 14-minute 


| film to promote on-the-job 


provide radio manufacturers a | 


Sarnoff criticized motion | 


theater may revolutionize the film | 
he | 


| 


| 


| 


RMA members that they must use | 
in their ad-| 
vertising to promote the “Radio| 


the association is spending $50,- | 
He en-| 
couraged manufacturers to insist | 


has been prepared by the} 


go local of International 
erhood of Electrical Work- 
AFL. 

» film was produced entirely 


— ise by industrial companies 

contains no propaganda for 
or, inion. Titled, “Don’t Be a 
relat ons er,” it shows dramatically 
[O, : union workers who are in- 
opt through their own careless- 
sti can expect little or no help 
oo ; the union. At an _ initial 


ing here to members of the 


Radio Manufacturers Association, 
many RMA members _ indicated 
they will show the film at the 
earliest opportunity. Prints will 
be. made available to other in- 
dustries by Eddie Albert Studios, 
Hollywood. 

M. F. Darling, president of the 
IBEW local, told AA that about 
90% of accidents sustained by 
IBEW members are caused by 
their own carelessness and that 
the film was made simply to help 
cut down their accident rate. The 
local paid the entire $20,000 cost 
of the film. 


Glidden Promotes Two 


J. C. Rankin has been appointed | 
manager of specialty sales of the 
Glidden Company, Cleveland. He 
will be in charge of sales of the 
Glid-N soapless cleaner concen- 


trate, floor wax, metal polish, 
DDT insect spray and _ other 
household specialties. R. P. Mor- 


ris, who has been-acting coordina- 
tor of retail stores, has been 
named to that position. 


“IBC ing you’ 


Annie Re-styles Old-time 
Almanac for Atomic Age 


“Annie’s Almanac,” newest on the long and lively list of WIBC 
Live Talent Shows, is a page from the almanacs of the past— 
brought up to date for the modern matrons of Hoosierland. 
Heard Monday, Wednesday and Friday from 11:30 to 11:45 a.m. 
(C.D.S.T.), over WIBC, “Annie’s Almanac” features a fast- 
paced parade of songs and home-making shop talk, with winsome 
Ann Wagner providing the tunes and tips while Actor-Producer 
Barry Lake turns the almanac pages. Also included on _ this 
bright, new WIBC production are fashion headlines, instru- 
mental music and singing weather reports. For a full audition 


of the facts on “Annie’s Almanac,” see your John Blair Man. 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


.. in INDIANAPOLIS 


1 The INDIANAPOLIS NEWS Station _ 


1070 KC 
5000 WATTS 
BASIC MUTUAL 


TT 


ri io 
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MILLS INDUSTRIES, INCORPORATED - Office and Display Room: 2212 Merchandise Mart - 


i sono-Vision 
oh « 60 


retail point of sale! 


* for retail outlets, display rooms, offices, transportation terminals, 


\_* at point-of-sale 


With this all-in-one cabinet motion picture i, 
projector, which requires no darkened room, you 


It is an asset to any motion picture sales program. 


- LETTER PERFECT SALESMAN 


ON he 


can take your full sales presentation — in picture, 
motion, and sound —to the public at the 


Installed behind or beside counters, on display 
floors, in lounge and rest rooms, it graphically 
presents your full story in sound motion pictures 
— continuously, and without the presence of 
an operator. All components — projector, screen, 
speaker, and amplifier—are housed in the attractive 
cabinet. Starting with a simple push of a button, 
set-up time and special rooms are unnecessary. 


Chicago 54, Illinois 
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>HOTOGRAPHIC REVIEW WELLO 


SUNTAN LOTION 
‘SUNTAN CREAM. 


a 


ae 


AA Amooth 
“) TAN WITHOUT BURNING 


: wala 


FOR RESORT CUSTOMERS—Vello Products, Lyndonville, Vt., will use this poster 

design in New England and upper New York state resort markets to sell the 

outdoor summer crowd on using Vello for “a smooth tan without burning.” 
Badger & Browning, Boston, is the agency. 


SICNS OF WHAT'S TO COME—General Outdoor Advertising Co.'s new 
research division, headed by George F. Meyers, has turned out these working 
models of outdoor posters of the future. These third dimensional travel posters 
show (left) an airplane zooming out of a painted horizon and (right) a stream- 
liner with moving wheels, projecting from the sign as it “passes” a moving 
panoramic background. 


"MARKETING IN ACTION'—Head table participants in the annual AMA convention in New York included (left to right): 
Donald E. West, McCall Corp.; Ernest Breech, Ford Motor Co.; James H. S. Ellis, Kudner Agency; Grover A. Whalen, long 
official greeter of New York, and Franklin R. Cawl, Kudner Agency, program chairman. 


2 . sem ) uA - . ” a 
” - i” : : ro 
me _ oe = zi po 7 " 
clint —— ME . “ae = 4 = J F 


BALL PACK—This counter dispenser-display for Capitol Records’ Sapphire AMA SPEAKERS TABLE LINEUP—Frederic R. Gamble, American Association of Advertising Agencies; Frank Lovejoy, Sales 


needles is composed of 12 needles individually packaged in clear plastic balls, 3 Executives Club of New York; Graham Patterson, Farm Journal; Joe M. Dawson, Geyer, Newell & Ganger, and Eugene 
which are displayed in a plastic dispenser. The display was designed by Jerry =: Thomas, Station WOR. 


Novorr, vice-president and art director of Dunn-Fenwick & Co., Los Angeles, 
Capitol's advertising agency. 


"You're making a mistake so many husbands make!” 


PLEADED ELSIE, THE BORDEN COW 


CHAPTER PRESIDENT PRESIDES—Robert Elder, Lever Bros.; Harold W. Brightman, Lit Bros., Philadelphia; Earl Bunting, 
president, National Association of Manufacturers; Mayor William O'Dwyer of New York; Ralph Starr Butler, General Foods; 
H. A. Richmond, Metropolitan Life Insurance Co., and (speaking) Don West, president, New York chapter. 


© The hentia Oameues 


MARKETING AWARD WINNERS—Eight of the nine winners of the 1947 American Marketing Association awards appear 
together at the recent AMA convention in New York, with Donald E. West, McCall Corp. (standing at left), president of 
the New York chapter, and Ralph Starr Butler, General Foods Corp. (standing next to him), who made the presentations. 
Seated, left to right, are F. B. Jones, Equitable Gas Co., Pittsburgh; Alfred Politz, New York, winner of first award; 
Neil H. Borden, Harvard Business School, Boston; Raymond Franzen, statistical consultant, New York. Standing (third from 
es of last year's annual report ad showed reading by women 266%, higher left): Cornelius Dubois, Time, Inc., New York; Philip G. Corby, Psychological Corp., New York; Wroe Alderson, Alderson & 

the average ad in the same magazines on a cost basis, and somewhat =: Sessions, Philadelphia, and Dr. Robert J. McFall, research consultant, Haworth, N. J. Richard D. Crisp, Tatham-Laird, Inc., 
0 above the rating of Elsie's product ads. ses Chicago, the ninth award winner, was not present. 


‘S AND FIGURES—For the third successive year, Elsie takes over the 
a! report chore for The Borden Co., with this full color ad running in The 
ican Weekly, Newsweek, The Saturday Evening Post and Time. Readership 


i 
Rim a a ye ee f _— - 
salssaia bh : ee eee : i tai i hen ws ae “> Sp 

& aa = - y 2 a 2 EE es ree = E F - f 3 cw ee 4 es LESS se Shi ess eer 
Ma. So ee ae . ea a anne . aig 
eet = g ne 
59 BO 5 A 
aE 0, 
. eee 
; \ , . ay 
2, 3 a we (. 
\ Me ac 
= \, i ip esa 
- ‘ = Het a 
BS 2 ieee 7 - 7 
i ' ) be “ie ae 
: ai — ' J a 3y 3 cats 
Rae CRS RAI eS es Beer ac 0 ARR a Se * be Set A es 3 a % - a 5 fe ae 
q Re ‘ ne Neer 1 
. ; s es . i ey te cS a ” ‘i 
ae a Mehta x . a . : REPS 
' 7) eee . eat A _ “ . x 
ee eee’ ae ee = be, a‘. ei 
Boers ee ? i] 4 ; eo ‘ : 
. te 18 ve ee , : . * ; . 
: er 2 Y 3 Poe & 
¥: fet ests *~ 4 . 2 ies 
8 j ‘ S —— 2 
be j Be. 
we ae of i : a —— he 
SS : : a i _ a F; : 
- rane a3 ae . om _ 
tl ane ae ’ 7 Bet 
_ e P 4t Ai =<" ike 
& RS eee > Ban § 3 a be ™~, 
= — Re — ae Me ts 7 <2 a bac ee. et he Satetatatetatetatetetetetetatetetattetatetatetetatetetatetatetatatetatetetetatetetatetetetetetatetetetetetetetetetetetetatetetetetetetetetetetetetatetetatatetatetetetetetetetetetatetetetetetetetetetetatetetetateteteteteletatetatetetet tetetetatetetetetetetetatetetetatetetetetetatatetetatel 
r _ ae ia oa :, ) as ee oe RRR RRR RRR RRR RRR RE RRR ORR RSA RRR SSSR RRR RRR RR RR REESE RRR 
F pete Me Se , NS ee re" ote? 
Ses Spe : 2 a4 Bes = See : 524 
OE Cn ar at ; ope ee a >. px 
— ae pea ey Ses Sweaty , Gee ee ee. See st . ‘ ; 
a nee “ip ‘he Ae it & eg ia ste oes : came fal? 
E a 2 le BS we) a a pips oe , ee 
. 0 + SUR see eg ees Oe can + a Soy , ae ee oo ee 5 OR chee ot < 
ote “a ; ae Die > ais a ae Rox Bre i an : 2 ; San {ae *, % : - 
poe : oe ee mi ois a ae ioe heed i ed 4 ico ¥ aS i; Rae % = ee : aes. 
sets P ON Oe Eile +) here ae 4 = eae = : ee oe oy ; A F a 
sts ie Soe a ee Par ge eR RM Bee oS. :. ae tad ae 
bo Me ‘ = “5S = ey a ; ES a eae af ; 3 
sei & 1% y < f } . 4 thea mee Bee : : ; po 8. 2 3 *8 i . ‘ & es b ae es t Gs: 2 ‘ , 3 : ae 7 
st } : eo " 2 Be 2a P a a a ' os 
zs eae a “Oe -- ) 
ste a aa 3 eS a ‘ * ? 
“et P : 2 4 OO ‘ ee ‘es , ‘ Ae e ae a , 7 & ‘ ; 
sere ; : i : < oo OE ll a : a . ean eer aif ~ 4 
%%e 3 & . eee Be 3. See. aS A See ae a eats: eve c 
ste pee oo ie at. | ee aes ee I th Sa ae : | teats ba ie oF 
Pe I, ee se ae fe 
Sete ee —_— a aes ‘ae he eae 4 ee UU ta 1 Rae Ba we 3 ho Ss 
23 ‘18 cee b & a oe ee . ee be RRS. Soe ae fe, ee, So ee Perens a ae : 
i we ae ‘ a a é Di ae ks a aoe ere OPES oy ONY A 
| ee aaa ot “hag Tee BS eR eee Eee eR heen 0 SRG SEE ime Se 
” = ve nets oe ‘i SS re. a oe “ ee ge ee P OT SBE gh ~ - ee Peay P eee is S| Saha eer gs PRS 
= Se ee Ae aera Pe ~ ee ote? ae he ee ia ‘ ae ne f P ee ON ee ‘ te siege ER 4 eg is a 
ane am a. 5 ne eM CNM Yo ae booed oes ice k j < bashes cpa Oe eon 
_ _—_ ce Se; Aas a ia oe: ee a ie ees ;* a pos 3 i ie 
— - ; © Ee aa eng %, i bid ote ae Se ome: 5d } 7 “= ” e ee x 2 . 
ee. asia (o) oe wae se Be : . ' .\g : aN ser) 
$s en 4s \ 4 ey st P il —~ & es od x r’ eq ‘ tiy “PZ % _ es 
a ms hepa 7 Se a” ote! = ~ ‘ . , ho tha’ & 
— a, eo “ Rea. 8 Ste mncsen =, Kt > waa ‘~ —_ , 
Bi ae e ‘ chee sein , c \% és: i ; oF . Sst0 i * , : Neco i *: 
— Ms Sa De f Ld, ste , ; wat ; 
ars be mi 7 Oe ee é te i Mite oe Sete 
aa ay Pee ee ie Et : Bae foe poe 
ae eee cal ; He Cee SF oe ot : 
tr Pos ae tae : bL/ tL $i hs Bate = _—__—— 
a ety, /X 7 . “ ‘ oe See gets Pc tee : ere ee 
3 ea .- FF ya ee oy , Sa , ae af: me j - . . — ——— a 
t Stee eke eerie, , = 7 : “et es : oe : & é ‘ ae S.. Ne * 
on n= Ae , Ly oe hr ae 8 i - ao a ee ; er. 7 ; 
i aioe cetera a oF te F es if ™ yy . ay “eG < oS ae a ane wee ee sf Spauie ‘me a ee a a gs nee ee 
we \-eptsovaranas eae ty e Z A ee oe Z Rite. 2! we 4 ee te Qa len Ieee = Ae SI ae Be ae eS gh alividitaueniin 
a Pl - Yoo. =: oO le OO ae i a ei Hei —_ 
. ga 4 ¥. i be . é ¢ ier tie Mane] “ sete ag 3 a “ee a , ; BPS 4 il ieee =— 
Bei 7 , Fe . . ¢ ba Ep de S ped : oe “ be a: a Sy ‘ Oss aS 3 — a oo 
€ 4 e . . y : —— Pecos - 509 gq ce. ge ; Sh Ee ai ae eae nye = 
or a j F - j ee ¢ “ —. : See RS ae p ey & 45 ; - SES Regs! ; a Be. 
o BT ott 7, ss a Lee ees y a ee i )|ClU a. eee oe. 4 bse 
Lon ao" Le 5 ae eS ; te: — SE : wy be ee V Se aso a oa ? Sa a 
me the “Sees . Bees x ee 504 - 3a win i 5 ee aie - ae pe # et 
gen co” gt = ae cal ae} id, Se vec petereettiN Ty oem oie BF yt | we Be ok ° . ea. ~~ < a 
' : ge é ae ‘ Pe corto bs ee ae a a a ae 4 ieee «oa - oe lec hee 
; wee we my TS how: oh ted Bos a — a) ee - foo 
= aanen’ a “ ‘ A Fo ao Sete ‘i | go eed ee a a i fe ar a- Be 3 ne * aS a te 
a wee - ow - 2 cond Pit oo “2 a ‘ - eg S es — 7 a: e fs es a ‘ ee. - ‘ : 7 3 x . ; 
iad ep bis: " « il “ se ee Boe eo) od eae: és os" $ 4 are : Se Hh i Jee eae 
acm wir’ as re ad Tek en ee se tog es 4 » a o% : ees 
s eee 3 ig ce ae Je oe oe Re 5S eee ee. Se ie lee a = ee j + oe ae ce 2s ® hth oe * - y 
ee OE aby, Let aa , Y Be oe rere fc fs ., St ee eee ¢ a J wo oe = * 2 EN a my oe 
ay te ny — se os ee eres et 8 cg ee ere lt—™ - a ll ie: 
6 a ee - — RS EAE epee oS ee e% - Be Se bk F aR ome ola aS mel 4 PS rey 
— | a pe ae Pees — Y oe s a ee re 
thing is atte iia ote aoe tha rau a G eA 3 +t > ay ; 3 ox rong 
Zz ————— ae By a 
- ss Re se re See Bere 
eer sist ‘i 
ee I ' 
ots : 
oe? PE: Pe RE: eB bes £ t<e _ oe 23 é ‘ 
a . a. ae... & 7: oe beg che og gee te ee Same ¥ 
ss ee ee ee Re aug £448). Seo ae ee eee 
—.-. Oe an. 8 | eee UT Sm 
pe ¥ rd eo ee poe oe a fee “4 yee ee 72 ee 4 Sig gre Te ab Pees . ; 
we ay Pad eek Sing r See . ees. A i Grerramee 4 ae he Res a aN mA a 5 vis se ar. 6 2 J 
ee at > Os oe tee eo RE ee Oe a eee SR ge Fg Pe er oak ‘ SS 
pata oe ay oe Ve ee ee ee : ee hare... Rae ageies ton ao ge Rare > 
| ‘ sie . ern < , — stee Ee aes be % cage «2s Be eae € ni ae ees Ae 3ae i So hee ee ee eS . oe 
Boordtirw & gy . “A Pe ‘gee wv me ake Ps » Se eke Be pent a OR beg os cor 3 3 ; ee Pie = ; ¢ 
‘ apes: ummte 4 ess ots ee oe eee . ee oe a Bae s : 7 ges ‘2 tees a 2 8 nee he 
ee 3 a. . ee Rex ie gi oe Lee 0 i ee er oe oe ee ee ee %, 
btw .. ie tim we. 7 Bes a WS Ge ae, Pe : a ok c= 4: Pier i _ ae) its - aan P bit ed i 
2 oe ae "RR ta ene a Re Po 4 og 7 Re ee ——— MS error or 4 8 ae see é os fe a me ge 
: ne Pe ; ‘ge %, . e4 ao 1 « te oe = \ x y ay ; \ es I. 
, oe Ff = eS a Tae (ChB oe oe . a ee :, 2. ; uh . 
: ae I tis 7] . Be ‘ / ae ae bee a cae . ig , ; ‘ : 
‘ Pra af ee Ly - es — - ae, {a . ae ee sia ty Pe oe , : Ne 2 el ra 
a PR ey Pray: : ee cote ee oe eee hs. oe, : fo : ae oe 
; -) -- / > fe dai Be % 2 ee a oe oa ee ne oe i Hp Sco on a 4 
. *- a | f BB Saf, —lClt<CSS “a aa. yea pos 
: aii xa eo ee ‘te ‘ai ee Cat ge Se oe oe Cre > Bae Bae, 5 pus = 7 
eee ey | 2a Se eS. : Bs + ee ne 7 ne ee E ee <, Sane a of as 
ae att y if} RE a See 4 . aE y 4 ¥ ote! Bs ork. Ae : oe | ee ie 34 . 7% ae sige + pee , are sean 
) te ¢ by re Beak ogg ere aa z ; > qe Be *0s : Beh ys 4 § mee : a a ala ¢ —~, q ee 
j 1 at, . 3 ; | ee eS ae a “ ed j LS i la stet ‘ y a Bee. - 2 se , bi , is | ae’ : ; ifs + ™ . , . t J ay 
oe A’ ee | om ~ £ = ———— { : . > Ca : . - eer Perio 
: to ii sie. OF PS = a = = 4 ae 
os . | eae ‘yy ue : él a . e ‘ f Sete * — jes 
‘ : A este Ae ee ee & : ie y i, ° P ; eet aie 
; —" : ; i Be ‘ | Rs es 
, .- fi & er ; vz ms Stee i 
‘ ee PA Bs . & —s fe 
: oes a Se : i {jz ea tee 
Es 4 we cant. We a . > oe 4 seco a7 
‘ fi 4 : y .< Pago ase Sete pee 
: - : be wg ‘a (% hy as ° ‘A d we ‘ 5 + & ae Ae, % Fs De 
& nx Re eve? Pie 4 ‘ vie Bose ‘ ee. Be age sees apes Bk Fp. on ‘ie oe ese S 
‘ ; ee pa . oi a - Sas? | te “here FI i ‘: gt tS ee Bese a oa ee ea eee ; =. - , 
. Pig BK re k 7 i ott Me Be ? ee as. eee Be ®. Rie : eee FO ER ee " ; inl 
fies ee — ee Pep & A ste ey ree we oes - J 4 he ae a ¥ $ eS! a: 
% es _— _ sie ae ae 7 Se ‘ - F oe ta a ‘ —_ 4 5 a at “ a 4 2 a ka "7 f i. 
i » . " None Fi 3 Z FON te E « ¥ P Peay i ro: FO ww 3 be 4 a s " : & Z %; e , 
& Bee es ° Bost: Le ? s yr i ; ig : ie ; a, SEY ese? a. 1, "es \ aes 
‘ ey ete . Si vheds lee , ; ; , ake see i Om: Bee 7 os 5 é : ee ak , Sa Re, 
3 ~ t pasbdeog by 3 ’ . Ph 
" Bat en’ : ‘ i ote —— tek . a Sih i ae ae ae an E 
, ' ‘ i ste ‘ es / "5 — ait 4 , I sah ES ae 
Why. we : “os id = , . : gle peegt ae “e Bg Fos = ; os 
| ddeauk? ster Liew Boos ches ‘ *.% ‘ ; 3 i | Bi i jhe — Pi) si a2 Fl ped i; 
? a seee i ine 5 a &d le & fl ; Pe é F yen es ee 
‘ swe ied F . ote ; —- 2 ae Py a ; ae a om 4 5% = fad ‘ 
. ; ; - mat 1 See ae . ip emer’ SE ee oo yo? eee 
, somes ha the sah a a 4 ne ll re ae : 
; , a oc: ‘ee a b Te er a ae ey ch or PB: 
3 4 3 : nde 6° «3 > ee as AR, a _~o™ let oe © 4 ‘ peck: J ‘ [ 
n . PRY hh. f %). ‘ hed Slur. “What's ; pes cee t q wh 2 Be ®, fee “Pts, Lore ale - "De ‘ es ; 
af 4 iy | ? : ; ste Gea 3 4 “gimme 5 Dag eee” 3 ae he a ; ; 3 
ea | J : ve <t th st xh ete ; ¢ * Pa . = eee, \ ‘ 1 
- ste eed ; a, gf a “eee \ ‘ 2 ae , 4 33 i a 
ten oe ge = \ sag aA SPRY ee pe 2s e 9 
. ae ee ot cox ob y . 2 ote ae ’ se a ee & Bes ots) eee Ps oe Saige oe. 
ede wees iy § thes ; f a é em tt & e . ! . pe ee Ge P gely - we "Sere ye ‘n 3a a i ae _ 
. h ' Ete . » Sete : f 4 F e i aia : a ee : 
ead "® . Ba ‘_ j 2 ee | ae io — ; 
: . ; ste ; « F Pe f ‘. en id 
§ " ste ¥ . 2 ae %% | ae os . ; a ‘e 7 | 
. * » + “Tite Bm y Sete 2 5 » 4 : t 5 i > \ ~, he. 3 2% i 
7 al ‘ oret ; 4 i 4 a . é eu a ~~ oe Bs 
Te! ue : "Salen son wala sewing som = | — = b. ’ ph 7 2 7 ‘a 3 < : 
, . | RE 2 ids : < ot ge ‘ ; _ ae SN ye ‘ “Nal 7 
‘ ie? ; LO fo $, : - ia ‘ BS , j mG se oe, 
a ¢ Good, = ae bY ; —-_— A 
j ‘ wel es Care ‘ ae ete P j “ - on ‘ fe ue oe 9 ao fs me Jon ¥ he : 
‘. eh 3 3 = = : re} ; shy A te wos este ee : we ae pee ae ‘oS ia i ee fe paey. oe. es 2s 
Mie aah Yy ¥ ; 0 a, “~ os , pa rd “rd iting > "0 My ae ~ Fae ie : : 
ji ES kre, 7 oo" ec ia oe > saithe?™ pes 2 wr D> aw Fa t 7 é * 
> ce + “a ‘>. > . oe j 9 
&B (er™ we: SY ig mi Re oe, 7 — a ee = d A wad Lee ie #3 
Sa rail ie, oe : ont * a on , | 
| @) a Ferse t — Then . . wierd Bide “0 ee. SZ. “ <a = ~~ : 
° 4 ot , 
Z 
,, 
a 
- 
ake 
a : 
Ye 
ss 7 4 
iis 
% 
‘ 
0 2 
« . ‘ - 


en NE 


60 


Named Representative 


Howard P. Pierce, formerly with 
Brunswick, Balke, Collender 
Company, has been named a sales 
representative of the American 
Chemical Society publications, 
which include Chemical & Engi- 
neering News, Industrial & Engi- 
neering Chemistry, and Analyti- 
cal Chemistry. He will make his 
headquarters in the newly opened 
branch office at 706 Chestnut St., 
St. Louis. 


Joins Pittsfield Paper 

Robert E. Hughes has joined | 
the display advertising department | 
of the Berkshire Evening Eagle, 
Pittsfield, Mass., succeeding Pa- 
tricia Dillon, who has joined the 
staff of Station WBEC, Pittsfield, 
owned by the newspaper. 


CAR CARD ADVERTISERS: 
SEND FOR 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MINN. 


| 


Sales of Chain 
Stores Continue 
at Record Levels 


Cuicaco—lIf retail business is 
suffering any “1947 blues,” they 
have yet to make their appearance 
in the chain store field. For the 
first five months of this year, 
chain store sales in the food, 
drug, mail order and_ variety 
classifications have continued to 
move along at record levels, the 
AA monthly analysis shows. 

Four leading grocery’ chains 
chalked up a handsome 41% in- 
crease in dollar volume in May, 
compared with the same month 
of 1946, and their total for the first 
five months of 1947 is almost 40% 
above last year. 

Sears and Ward are moving 
along at a steady clip, too, their 
aggregate increase for May being 
30.5%, and for the five months, 
24.7%. 

Drug chains in the tabulation 
are not showing such startling 


| figures, but aggregate figures for 


‘and an 8.8% 
| months. 

| Even in the variety field, in- 
/cuding soft goods, where there is 
|much talk of trouble, 22 of 24 
chains showed gains for May, the 
aggregate increase for the entire 
group being 25.5%, and 19 of the 
24 showed gains for the five- 
month period, the aggregate in- 
crease for the entire 24 amounting 
to 21%. 


Metal Show Scheduled 


The 29th annual National Metal 
Congress and Exposition, spon- 
sored by the American Society for 
Metals, Cleveland, will be held 
in the International Amphitheater, 
Chicago, Oct. 18-24. 


Collins Joins Emery 

C. R. Collins Jr., formerly in 
the production department of | 
S. A. Levyne & Co., Baltimore, | 
has joined Emery Advertising | 


increase for me 


production manager. 


Company, Baltimore, as assistant | 
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There Was A Wise Ad-Man Named Race 
Whose Job Was The Buying of Space 


Said He, With A Grin, 
“I Know Right Where to Begin . - - 


CAPPER'S WEEKLY 
Sets A Fast Pace!” 


Capper’s Weekly is 


the answer to the 


prayer of the Space Buyer looking for a 
medium to produce quick, low cost inquiries 
and sales from the prosperous, able-to-buy 


farm and rural town market of Iowa 


Nebraska .. 
rado. 


. Missouri... Kansas and Colo- 


The unique Human Interest style of Edi- 
torial Treatment makes Capper’s Weekly a 
reading favorite with its more than 384,000 


subscribers. 


Put Capper’s Weekly on your list and 
watch it make the sales! 


CAPPER’S WEEKLY 


Feature News Weehly Of The Rural Miduest 


TOPEKA ...912 Kansas Avenue... KANSAS 
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| MAY SALES OF CHAIN STORES 


| three show a 6.4% gain for May, | 


————_May—__, % Gain ————Five months, %_ 3), 
| 1947 1946 or Loss 1947 1946 Or Loss 
| Food Chains 

. . ae ia ..$ 9,627,415 $ 5,993,751 +60.6 $ 45,925,388 $ 28,822,835 23 
Rromer Co. ........ . 59,130,304 40,680,217 +45. 281,982,151 197,258,202 3.0 
ational Tea . 16,133,645 10,960,305 -+47.2 76 645,699 52,873,144 49 
Safeway 84,091,705 61,960,071 -+35.7 408 232,419 304,181,811 4.2 
Group Total $168,983,069 $119,594.344 +41.3 $ 812,785,657 $ 583,135,992 9.4 
Mail Order.. 
Sears, Roebuck ........$171,561,594 $126,352,643 -+36.8 $ 598,568,782 $ 479,784,552 4.8 
Speigel, ac. . .. 10,111,080 7,550,421 +33.9 48 241,983 36,773,917 31.2 
Montgomery Ward . 104,322,237 85,064,892 +22.6 372,702,690 298,822,741 247 
Group Total . .$285,994,911 $218,967,956 +30.6 $1,019,134,455 $ 815,381,210 25.0 
Drug Chains 
A ng 52 deans twcckaee $ 1,263,318 $ 1,245,798 +15 $ 10,076,578 $ ° 9,647,138 44 
Peoples .... ee . 3,885,136 3 ‘603, 472 +78 18,507,829 16,917,712 94 
Walgreen ....... 12,460,041 i ‘700 987 «+65 60,933,253 55,676,220 94 
Group Total ... $ 17,608,495 $ 16,550,257 +6.4 $ 89,517,660 $ 82,241,070 8.8 
Variety and Miscellaneous 
fAngerman Co., Inc.. 609,163 559,253 +8.9 2,275,748 2,501 ,087 90 
A. S. Beck Shoe......... $ 4 238,285 $ 3,158,153 +34.2 $ 17,340,650 $ 14,630,333 85 
Bond Stores ........... 7, 101,951 5,624,126 +26.3 32,535,255 25,883,747 -25.7 
Butler Bros. ..... 10.588, 148 13,162,195 —I9.5 53,409,309 58,330,512 8.4 
Colonial Stores, Inc. .... 12,265,999 9,009,617 +-36.1 64,794,249 47 800,264 55 
Consolidated Retail Stores 2,669 063 2,337,655 +-14.2 12,754,350 12,985 242 8 
Diana Stores . 4,178,828 1,070,389 +-10.5 10,775,710 10,953,034 1b 
Edison Bros. ..... 6,569,198 5,797,928 +-13.3 27:533,4% 25,368,224 85 
*Gamble- pape 11,287,569 9 ‘864, eS BR” ee oe = 
Grant, W. T. 19,502,972 16, 523.141 +18.0 77,234,541 75,371,102 2.4 
+Green, H. L. 7,538,760 6,884,376 +9.5 26,799,777 26 879 ‘862 1.0.3 
Kresge, S. S 21,653,075 19,035,214 +13.7 95,851,276 88,574 671 +482 
| Lane Bryant, Inc 4,768,815 3,892,266 +22.5 21,761,045 18,990,193 1-144 
OG i timet. tehaseciad 9,754,708 7,835,718 +24.5 32,414,186 30. 597,384 59 
McCrory .. is 7,127,588 6,105,769 +-16.7 32,248,062 29.598.087 9.0 
| ‘McLellan Stores . 3,824,785 3,739,466 +2.3 13,937,244 14,054,127 0,8 
Mercantile Stores Co. 9,389,000 8,154,800 +15.1 34,237,500 29,936,700 14.4 
| Murphy, G. C PR Lager 9,783,003 8,572,199 +14.1 41,142,787 39,293 608 47 
Neisner Bros. ........... 4,802,874 3,522,397 +15.9 17,060,989 15,977,340 i429 
Newberry, J. J. ...... 8,671,979 8,973,826 --3.4 41,606 806 39,440,941 i55 
EO eee ree 659, '213 51,317,777 +20.2 262,900,570 230,628,013 +149 
Rose's 5-10-25 ............ | 236,342 1,096,826 +12.7 5,260,129 4,881,607 +77 
Western Auto .... vem 1'024,000 8,618,000 +27.9 42,714,000 38,737,000 --|0.3 
Woolworth, F. W. ....... 44,987,757 42,014,785 -+7.0 209 537,885 194,884,384 +7.0 
Group Total ........... $270,945,506 $237,005,876 -+-14.3 $1,176,125,564 $1,076,297,462 +93 
Combined Total ...... $743,531,98!1 $592,118,433 +-25.6 $3,097,942,336 $2,557,055,734 -.21.2 


*Not included in totals. 
Four month period. 
Ten month period. 

| Eight month period. 


Issues Directory 

The Associated Pot & Kettle 
Clubs of America, San Francisco, 
has issued its 1947 National 
Housewares Directory containing 
listings of housewares by type, 
manufacturer, and trade name. 
Copies at $5.00 are obtainable at 
the club’s headquarters,. 1355 
Market St., San Francisco. 


Stern House Organ Wins 
Philadelphia Award 


Edward Stern & Co.’s “Depic- 
tor” won first honors in the ex- 
ternal publications division in the 
annual contest conducted by the 


Philadelphia Industrial Editors 
|Association. Second award went 
/to Sun Oil Company’s “Sunoco 
| Diamond.” 


For internal publications, Her- 


cules Powder Company’s “Mixer” 
won first, Atlantic Refining Com- 
pany’s “Atlantic Magazine” sec- 
ond, and two special awards went 
to Leeds & Northrup Cooperative 
Association for ‘Co-operator” and 
to Community Chest for “The Red 
Feather.” It was the second 
award for “Depictor” in recent 
months, since the magazine was 
cited by American Public Rela- 
tions Association for public rela- 
tions in the graphic arts field. 


Ups Dunn and Turnbull 


R. A. Dunn, assistant to the 
president, has been appointed 
general sales manager of Cana- 
dian Liquid Air Company, To- 
ronto. A. S. Turnbull, genera! 
sales manager since 1921, has 
been named manager of general 
service of the company. 
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THE VERITONE COMPANY 


J5...57 W. GRAND AVE., CHICAGO 1¢ 
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NAB Prexy Finds 
the Going Rough 
at FCC Hearing 


(Continued from Page 1) 


out new phraseology which was 
allegedly subject to administra- 
tive interpretation which could 
broaden FCC’s powers. 

Under questioning, he said he 
preferred no bill at all to the 
proposed bill, NAB General 
Counsel Don Petty, under ques- 
tioning, said that he personally 
saw no need for legislation at this 
time. 

NAB’s stormy appearance con- 
trasted to the opening day’s se- 
renity, when FCC Chairman 
Charles Denny moved rapidly 
through a 55-page document out- 
lining FCC objections to many 
of the bill’s leading features. 

He approved the rotating 
chairmanship, but warned that a 
provision dividing FCC into 
“radio” and “common carrier” di- 
visions would be inflexible and 
would handicap commission op- 
erations. 


Fights ‘25%’ Rule 


Without interruption, Mr. 
Denny argued against a proposal 
which would require FCC to de- 
termine the number of stations a 
community could support. He 
added that the proposed statutory 
“anti-monopoly” rule, prohibit- 
ing ownership by a single indi- 
vidual of stations serving over 
25% of the national population, 
would be a severe handicap to 
networks. Contending that FCC 
should remain free to write net- 
work regulations, Mr. Denny 
said: “The radio business is dy- 
namic and subject to change. The 
regulatory agency must be in a 
position to change with it.” 


would enable the same person to 
own a station in every city of 
New England or to serve the en- 
tire population of 20 of 22 states 
west of the Mississippi. 

Judge Miller was interrupted 
first by Sen. McFarland, who 
asked: “Are you suggesting that 
FCC be prevented from refusing 
to renew licenses where there is 
poor programming? 

“T’ll gora long way for freedom 
of the press,” the senator com- 
mented, “but when it comes to 
turning loose these licensees to 
do as they please, I’m against it.” 

At another point, Sen. White 
interrupted: “If broadcasters are 
basing their case on this argu- 
ment, they are wasting their 
time. Congress will never stand 
for it.” 

Once, when Sen. White sug- 
gested that Judge Miller summar- 
ize his statement to save time, the 
NAB president insisted on pro- 


am ea Pr a Ta ere 


tion.” 

“The people of England had to 
fight for 200 years for freedom 
of the press,” he said. 


casters have lost by default.” 
Later Sen. McFarland chided, 
“You are too good a lawyer to 
come here and tell me that any 
law can be written which takes | 
away a constitutional right.” 
Judge Miller claimed broad-_ 
casters had been unable to get! 
into court to test many of FCC’s | 
programming rules. 
“They come down as dicta,” he | 
said. “There is no grievance to| 
adjudicate.” 


| 
Sen. Johnson said: “Broadcast- | 


‘ers seem to think Congress has | 


every right to do the things that | 
will benefit them, but as soon as 
it does something for the people, 
then it violates the first amend- 


'G-E Shifts Two 


. “*| since 1945, has been placed 
“I will) charge of policy pertaining to em- 
fight the rest of my life if neces-| ploye relations of General Electric 
sary to protect the rights broad- | Company, Schenectady, succeeding 

E. D. Spicer, vice-president, who 
/now heads the company’s manu- 
| facturing policy. 


L. R. Boulware, a vice-president 
in 


Point of Sate] APE 


PRINTED + CELLOPHANE + ADHESIVE 


TOPFLIGHT TAPE CO. 


» HUBE* BLDG... —— YORK, Fa. 


| 


He added, “I submit we have | 


not abused our power. If we 
have, then set up a new commis- 
sion to do the job. But don’t 
freeze these rules in law.” 

He said the 25% rule would 
force networks to dispose of 
either their New York or Chicago- 
owned outlets, since the combined 
population of these areas is 33,- 
000,000, more than 25% of the 
national total. 


‘Not Against Public Interest’ 


“The commission has _ consid- 
ered the problem of network own- 
ership of stations and has deter- 
mined that on a nationwide basis 
it is not against the public inter- 
est for a network to own stations 
in certain key cities such as New 
York, Chicago, San Francisco, Los 
Angeles and Washington. 

“This is based on the fact that 
these cities are not concentrated 
in one area but reach across the 
entire country and also that net- 
work operations are facilitated 
by the ownership of stations in 
Key cities.” 

He saw a more complex “mo- 
nopoly” problem under the pro- 
posed 25% provision, which 


| 


Get to Chain 


store fountain men 


ar 


through the book that 


serves their interest. . 


| 
| 


ceeding in full “to lay a founda-! ment.” 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. — 
410 N. MICHIGAN AVE. 

TNT E, DELAWARE ST. 


Feshape you believe that one. Most people do. 

We have never kept vital records on snakes, so 
we asked Brayton Eddy, Curator of Insects and 
Reptiles at the Bronx Zoo. Here’s what he told us. 

“Snakes, being cold-blooded animals, continue 
to live for a time after a fatal wound, while warm- 
blooded animals die quickly. The reason is that the 
blood circulation of snakes is slow and does not 
cease entirely for several hours. But snakes have no 
preference as to what time they will die. The time 
and nature of the wound, not the setting of the 
sun, determine the time of death.” 

But, unlike the snake, the myth of its sunset 
death seems to live on forever. And there are myths 
about newspapers that never seem to die. 

For instance: In the same city —the small news- 
papers are class newspapers, read by those fortu- 
nate people in “silk stocking” neighborhoods. The 
bigger newspapers are mass newspapers read only 
by untouchables on the wrong side of the tracks. 

You might think that business men, charged with 
the responsibility of selecting advertising media, 
would forego myths and examine facts. But they 
interpret facts in the terms of the myths. 

Four New York newspapers have made a joint 
study of the city, breaking it down into districts by 


SNAKES DIE ONLY AT SUNSET 


residential rents. We can show the Mirror circula- 

tion in any district. But that means nothing to the 

die-hards. 
Show them the Mirror’s circulation in the “Fifth a os 

Avenue District,” and they laugh it off by the én sal 


explanation that “it’s all chauffeurs and domestic 
servants.” So we show more Mirror readers in this ee 
one district than the U.S. census totals of chauf- 
feurs and domestic servants in the United States 
...not New York alone! 

Are they convinced? You don’t know a die-hard. 
They are the kind of people who believe that snakes 
die only at sunset. 


Here are the simple, incontrovertible facts. All 
newspapers are mass newspapers. All newspapers ioe 
reach the rich, the middle-class, the poor. The only 
difference is that a big newspaper reaches more of 
the rich, more of the middle-class, more of the poor. 
It reaches them at lower cost per reader. It does a 
more effective job, not only in the city as a whole 
but in every neighborhood where an individual 
dealer needs advertising support. 

Currently there is only one other newspaper in 
the United States that has as big a circulation as 
the Mirror—daily more than 1,044,000, Sunday 
more than 2,213,000. 
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Joins ‘Farm Journal’ 

Ted Barlow, formerly with 
Look, has joined the New York 
sales staff of Farm Journal. 


SUPPLIES 


To Latin America 
by using 


EFECTOS 
de ESCRITORIO 


Complete coverage of 5000 retailers and 
wholesalers in biggest export market. 
Write for “‘Your Market’’ booklet. 


250 FIFTH AVE., NEW YORK ECA 


Re sae 


Repeat Ads Don't 
Lose Readership, 
Study Group Says 


(Continued from Page 1) 


repeat ads. Its complete report 
has been published in a 90-page 
book which is available through 
NIAA headquarters, 100 E. Ohio 
St., Chicago 11, at $50 a copy. 
Giving a brief review of the 
findings to the meeting here, Mr. 
Thomson said that, in general, a 
repeated ad is seen and read by 
at least as many new readers or 
readers who do not recall seeing 


GIBBONS KNOWS CANADA 


TORONTO, MONTREAL, WINNIPEG, 


J. J. GIBBONS LTD. 


HEAD OFFICE: 200 BAY STREET, TORONTO 
REGINA, 


ADVERTISING ~*~ 


CALGARY, EDMONTON, 


VANCOUNER 


| it, as see it the first time it ap- 


of how frequently it is repeated 


methods and techniques were ex- 
plained by John C. Spurr, direc- 
tor of research for McGraw-Hill, 
under whose direction the field 
work was done. John Maddox, 
research director of Fuller & 
Smith & Ross, presented interpre- 
tations of the findings. 


Build Up Total Readership 


If ads are repeated every issue 
in either a weekly or a monthly, 
a considerable number of readers 
remember seeing them previously, 
but if they are repeated at four or 
five-issue intervals, there is prac- 
tically no cumulative recollection 
of the ad, and it has just about 
the same readership results which 
it had the first time it appeared. 

As an example, the committee 
found that on ads repeated four 
weeks running in a weekly paper, 
readers who recall having seen 


two reasons why 


Monsen-Chicago chentele 


are well informed... 


really type-wise... 


The large manual . . . furnished consistent 


quantity users . . . contains all faces, all sizes... 


makes possible quick, intelligent type 


style decisions . 


. . provides a positive 


short cut to complete understanding 


between adman and typographer. 


The handibook carries one line specimens 

of all available type faces . 
at no cost and is a mighty handy tool for 

any advertising man . 


he has his type set. Write or phone 


TYPOGRAPHERS « 


for your copy of the Handibook today! .. . 


22 EAST 


. is furnished 


. . regardless where 


ILLINOIS STREET 


PHONE SUPERIOR 


week after week, just 
about as many “new readers” are 


in either a weekly or monthly | attracted to the ad as saw it the 
publication. Details of the study’s| first time it appeared. 


Finding that only 3% of 1,000 
advertisers contacted had any 


_case history material on repeated 


ads, the original steering commit- 
tee of four sent out invitations to 
underwrite and sponsor a field 
study, at not more than $50 per 
sponsor. Almost 300 advertisers, 
agencies and publishers responded 
favorably, with the result that 
the study was made, using Mc- 
Graw -Hill’s experienced field 
interviewers, last fall and winter. 

The original concept, Mr. Thom- 
son explained, was to do a pilot 
study, but the committee found 
it could do a complete job all at 
once, with the result that “the 
research members of our com- 
mittee say definitely that our find- 
ings are complete and no further 
study is necessary.” 


46 Advertisers Cooperate 


Mr. Spurr explained that the 
study embraced 18 advertisers in 
Steel, a weekly, who agreed to 
repeat ads on four-insertion cy- 
cles—every week, every other 
week, and every four weeks; and 
on 28 advertisers in Product En- 
gineering, on cycles of every 
month for four months, every 
other month for three insertions, 
and every three months for two 
insertions. 

An average of 220 interviews 
was made for each of the eight 
surveys of Steel, and an average 
of 222 calls for each of the five 
surveys of Product Engineering. 
In general, accepted readership 
rating techniques were used in 
the interviews. 


Will Make Use of Findings 

“T can tell you that for West- 
inghouse, the real significance of 
this study is that it replaces opin- 
ion with fact as to how far we 
can go in repeating ads,” Mr. 
Thomson said in summing up the 
discussion. “And I can tell you 
that, now we have the facts, we 


bmw going to make real use of 


them—not only in our advertising 
department but with our sales de- 
partment, in interpreting to them 
the value of repeating ads of 
known effectiveness. 

“No matter whether you are 
‘buying $5,000 worth of space per 
year, or $500,000, or whether you 
are producing five ads or 500 ads 


| the previous ads build up stead-| 
pears. Moreover, this happy con-|ily, but so does total readership, 
dition seems to apply regardless|so that, 


Site 
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/00 


% OBSERVATION 


L___J 
ORIGINAL 
INSERTION 


fast 
REPEAT 


SECOND 
REPEAT 


THRO 
REPEAT 


[] New Readers who do not recall having 
SOCCA LPOV/IOUS “SOP COR. 
WM etclers whe recal/ having s00n adver. 
Lisement from previous dpyetarances 
REPEATERS — How the same ad, re- 
peated four successive weeks in a weekly 
business paper, does readerwise. Note 
how each insertion attracts approxi- 
mately the same number of ‘new 
readers," while those remembering the 
ad from a previous appearance builds 
up. 


per year—for a $50 investment in 
this report you can now, for the 
first time, replace opinion with 
fact and make sound, business- 
like decisions on the matter of 
repeating ads.” 


G-E Lamp Department 
Shifts Sales Divisions 

General Electric Lamp Depart- 
ment, Cleveland, has discontinued 
its eastern and western sales di- 
visions in favor of two new 
groups, the general sales division 
and the sales operation division. 

N. H. Boynton, formerly gen- 
eral sales manager of the western 
districts, has been named to the 
staff of the administration di- 
vision, Cleveland. P. D. Parker, 
sales manager of the eastern dis- 
tricts, has been appointed general 
sales manager of the general sales 
division, and Fred J. Borch, man- 
ager of the general service di- 
vision, has been promoted to 
manager of the new sales opera- 
tion division. D. A. Hopper, man- 
ager of the lamp department’s 
Newark service district, succeeds 
Mr. Borch. All changes are effec- 
tive July 1. 


Jepson-Murray Moves 

Jepson-Murray Advertising has 
moved to new and larger quar- 
ters at 309 Seymour Ave., Lans- 
ing 15, Mich. 


Why We Call This 
“Expanding 
Mid-America” 


MID-AMERICA! 


3k KANSAS CITY 


te 


"realy 
- 


¢ ST. JOSEPH 


A 


Kansas City, geographically the center of the United States, has long 
been known as the "Heart of America.” 
of the nation, lies the rich and expanding industrial and agricultural area— 


Around this sturdy, pulsing heart 


The expanding radio coverage of KCMO made possible with 50,000 


Watts day, 10,000 Watts night (nearing completion) at a new frequency 


of 810 ke will carry your sales story far beyond the boundaries of Greater 


Kansas City—into EXPANDING MID-AMERICA. 


Notional 
Representative: 
John E. Pearson Co. 


KCM . 


Basic ABC + Kensas City, Me. 


dvertising 


ensu 


ass ( 
5 Ma 


(Conti 
beech bef 
utives C 
On the tk 
scientific 
al resid 
at the W 
ea has — 
crease Si 
ploymer 
vel; tha 
ending 
uch as t 
ilding al 


M 


He foun: 
up 41% 
ven year 
msus, th 
onal an 
ent from 
orkers fr 
| and sa 
%. 

Mr. Cay 
ade here 
ith an a 
on durin 
1947. 
nd only 
ith 21% 
He four 
ump, W 
1% from 
quor sa 
pnally) ; 
aces off 


i) 


Hous 


Mr. Cay 
portant 
rvey he 
ta abou 
gton are 
rr of dw 
39%. 
gular d 
person 
40 there 
Moreov 
les of 
D 47% ¢ 
r the n 
Similar 
ajor me 
yailable 
irvey 1 
Pxt mor 


New 


The sp 
he of th 
eration 
nsus. 
br force 
come |: 
ntainin 
tion’s | 
lly be 
ates on 
e reg 
Indivic 
ased in 
en fil 
eted, C 
Dn tabli 
t statu 
h ) Sh 
be 
lu 


| a 
i} | = 
| - _ 
| | — | 
—— - 
1 | | CC —CswdC ; 
: | or | | | ; 
| | | 
| " 4 OFFICE ee | | 
| S a | | 
| 
ie , a ee | , | 
ii | Gg 
i | _ | | 
) ) ° 
| ee | — = 
by 
Ht . | 
| ee. ees | | 
tl I 
| a OD | 
| Se ee ee a ee ee 
ie 1 | TT 
| 1 | 
i ti | | 
| 4 
ae 
: si t;lCU 
| i 
| | | 
i . 
| | ee 
| | 1 
b | 1 | 
| | 1 
i 
| | | — 
| 
1 
| | | 
, 1 
| 1 | : 
| ! | 
: 
| | ee | | 
1 Jjzgg ae | 
| rc ec tec ke wr 8 
| ; =. ri 4 
| | S . ¢ . 
‘| ee ca 
| 3 - — 
ie | > “a 
| eC ea ry 
Ti > 
| eee Spe 
| ! 8 | 
i S | Oe fw 
By 
S | .  Jouwa | 
| *. a 
| ae coy ee 
1 i aan Se 
| = | 
Zz —_—_—, on TOPEKA ng et wt: eed ma 
! ate | eae 
erage oe | ——_— i Se. 
1 sae 0), " = x ree page ae 
I mane - og" } hla. ae ha . = 
1 Se H DY 
A e 
a | Cor 
C2 i] | Labor 
v. : moer 
eS id —_ ‘deol. 
> . l | eter: 
POTSEN - Chicago ! _— TTC oO 
° 1 | a - er 
! _—LL————————— bot 
Ee eee ij a 
“A =) 
. Ge On hh 
sian . | pk 
EE | 2 2S - | P| foo\= e um 
y | s \) ) w ; ) 
| 4% 4 Peeeececvecoccooccoceococesoeoos — i “if eeoceeeerr’* ¥ 
\ ; - 7 iy cupie¢ 


Dart- 
nued 
5 di- 
new 
‘ision 
on. 
gen- 
stern 
» the 
di- 
rker, 
- dis- 
neral 
sales 
man- 
> di- 
d to 
pera- 
man- 
1ent’s 
ceeds 
effec- 


peooorr’® 


dvertising Age, June 23, 1947 


ensus to Reveal 
ass of Dafa on 
5 Market Areas 


(Continued from Page 1) 

heech before the local Sales Ex- 
utives Club. 
On the basis of interviews with 
scientifically selected sample of 
al residents, Mr. Capt learned 
at the Washington metropolitan 
ea has had a 33% population 
crease since 1940; that its un- 
ployment figure is half the 1940 
vel; that Washingtonians are 
bending more than twice as 
uch as the national average for 
ilding and housing. 


Much Basic Data 


He found that employment here 
up 41% over 1940. During the 
ven years since the last national 
nsus, the proportion of profes- 
onal and managerial workers 
ent from 20 to 23%; of service 
orkers from 19 to 16%; of cleri- 
| and sales workers from 33 to 
WE 
Mr. Capt also reported retail 
ade here up only 8% compared 
ith an average 18% for the na- 
on during the first four months 
1947. For 1945, Washington 
rd only a 12% gain compared 
ith 21% nationally. 
He found a local luxury goods 
ump, with jewelry stores off 
\% from 1946 (13% nationally) ; 
puor sales off 12% (3% na- 
pnally); eating and drinking 
aces off 8% (2% nationally). 


Housing Figures Given 


Mr. Capt said one of the most 
portant results of the special 
rvey here was contained in new 
tta about housing in the Wash- 
gton area since 1940. The num- 
rr of dwelling units is up 99,000 
39%. Currently there are five 
gular dwelling units for every 
persons in the area, while in 
40 there were five for every 18. 
Moreover, Mr. Capt reported 
les of building materials here 
Db 47% compared with only 20% 
r the nation generally. 

Similar details for each of 35 
ajor metropolitan areas will be 


jailable with the publication of 
irvey results beginning early 
Pxt month. 


New Figures Available 


The special survey is considered 
he of the most important census 
erations since the regular 1940 
nsus. Besides population, la- 
br force, housing and consumer 
come figures for communities 
ntaining nearly a third of the| 
ion’s population, it will event- | 
lly be tabulated to provide esti- | 
ates on a national basis, and for | 
e regions. 
Individual reports are to be re- 
ksed in each metropolitan area. 
en final tabulations are com- 
eted, Census will have popula- 
bn tables by age, sex and mari- 
| status; number of persons in 
hool; number of families by 
re and type and amount of | 
ubling up; and data on migra- | 


Dn 


Covers Labor, Housing 
Labor force figures will cover 
er of employed and unem-| 
oyed by sex; employment status | 
eterans; number of employed | 
irious occupations, and hours | 
ed during survey week; | 
er 14 years old and over not | 
bor force, such as house- 

students and other non- 
ers. 

housing, Census will have 
© number of dwelling units and 
*ner they contain plumbing, 

ig and cooking facilities. Se- 

i characteristics of dwellings 
cupied by veterans will be 


ARTHUR I. PHILP 

Detroit — Arthur I. Philp, 70, 
widely known automobile sales 
executive, died recently after an 
illness of several months. Mr. 
Philp entered the automotive field | 
in 1912 as assistant sales manager | 
of Studebaker Corporation and/| 
shortly after was made sales man- | 
ager. He was the first sales man- | 
ager of the Dodge Brothers Motor | 
Company, a position he held till 
1919. He was retained as per- 
sonal consultant and_ business 
manager by. the Graham brothers 
in 1927 when they disposed of 
their holdings in the Dodge or- 
ganization and bought control of 
the Paige Detroit Motor Car Com- 
pany. 


MORRIS A. PENTER 

Los ANGELES—Morris A. Penter, 
former publisher of the Oakland 
Post-Enquirer and assistant pub- 
lisher of the San Francisco Ex- 
aminer, died here recently of a 
heart attack. Mr. Penter resigned 


his post with the Oakland news- 


paper in 1942 because of ill health, | 


and had lived here since that 
time. 


CHARLES S. CLARK 

Cuicaco—Charles S. Clark, 83, 
founder and publisher of Grain & 
Feed Journals Consolidated, died 
at his home here Monday. Mr. 
Clark was also president and 
chairman of the board of the 
Grain Dealers Mutual Fire Insur- 
ance Company. 


Sun’ Circulation Up 

The Chicago Sun reports that 
its May circulation was over 
20,000 ahead of the figure for 
August, 1946, the month in which 
the paper’s price was increased 
to five cents. The May, 1947, cir- 
culation figure was 363,066. 


Federbush to Seidel 


Seidel Advertising Agency, New 
York, has been named to direct 
the advertising of Federbush 
Company, manufacturer of loose 
leaf binders and catalog covers. 
Business papers and direct mail 
will be used. 


Set New Campbell 
Spaghetti Show 


New YorK—Campbell Soup 
Company has the lineup all set 
for “Club 15”—its new daily CBS 
show, which will go on the air 
June 30. 

Bob Crosby and his orchestra 
will share the spotlight with two 
feaured vocalists, Margaret Whit- 
ing and Patti Clayton. Miss Whit- 
ing will handle the vocal chores 
on Monday, Wednesday and Fri- 
day, while Miss Clayton will do 
the honors Tuesday and Thursday. 

Ward Wheelock Company is the 
agency for the program, which 
will advertise Franco-American 
spaghetti. 


Murray Joins Ad Staff 


C. Gordon Murray, recently re- 
leased from the Army and prior 
to that advertising manager of 
Gordon & Martin Publishers Ltd., 
London, has joined the advertis- 
ing staff of Commercial News, 
Los Angeles. 


63 
Edgar Waite Resigns 


Edgar Waite has resigned as 
manager of the public relations 
department of Standard Oil of 
California, San Francisco. As yet 
no successor has been named. 


Farm Group to Meet 


The second National Farm Elec- 
trification Conference will be held 
at the Claypool Hotel, Indian- 
apolis, Oct. 7 and 8. 


— 
BuildingSupplyNews 


in CIRCULATION 
in ADVERTISING 
in LEADERSHIP 


Let the pencil with 
millions of friends 
make friends for 


YOU 


eo ~ sat =o eS, 


EVERYBODY who spends money uses a pencil. 
That’s why a quality mechanical pencil is the ad- 


vertising gift of universal appeal . . 


. a sure-fire 


builder of sales and goodwill. » Now, in ‘“Adgif” 


company imprint. 


pencils, Scripto . . . world’s largest maker of me- 
chanical pencils . . . brings you all the famous 
Scripto features, especially adapted for use as ad- 
vertising gifts or premiums. Four new models— 
three offering the long 4-inch Scripto lead that 
writes 22,000 words and one that writes red and 
writes blue. Available in a wide price range and 
generous choice of colors, with or without your 
» Scripto pencils are adver- 
tised every month in Life, Time, Collier's, and 
Saturday Evening Post. For full information on 


Scripto ‘“‘Adgif’’ pencils, mail the coupon today. 


ADGIF COMPANY, Dept. AA-2 


Division, Seripto, Inc. 


We'd like to know more about Scripto ““Adgif”’ pencils and what 
they can do for us as premiums or as advertising specialties. 


Name____. 


Title 


Firm Name 


Street 


City 


- 
| 

| 

| ti 
| Atlanta, Georgia 
| 

| 

| 

| 

| 

| 

| 

| 

| 

' 


State 


a. 
4 
ae 


0) hs an 
PB = 7 
= Pe a 
| | Po ei * re 
_ Re: de 
| PT —_ 
a 
| 
| an 
| ' 
| 
| | 
‘PEAT | | : 
ing _ .. ae ee i——F > 
[Ces } ) ill 
te. Pe | | — 
rekly : 
Note { 
rOXi- 
“new 
| the a | , . 
uilds , | | ; 
we | 
the & 
with | fe 
ress | ee _ 
rt of | ee oe 
ae : 
t 5 eee 
po ’ g 
| , ao 
| | | i i. prmeis 
g has | com: 1% % 
oe 1 Pe aa my / on 
a ¥ i . wi ; 7" 7 
id i ay j a ¢ \ 279 
ok } ~*~ ) y i 
| 11 ; H a 
a : " 
iF ; f a w 
ae v7 H “ ’ sf ee ; 
we H D> \ ; he 
_ e = aida 
=| ~ ‘ i ; 
=] Gan @ 
| | | | | 
i ay _) < 
: 3 : \ \ : 7 
rr , par.or” (\ pe : 
; BE LONG-LEAD PENCILS “/ ~ | 
art 4 Pe 
- el 
000 | ; i: a oa 
ncy Ne 
ster | } | | || 
Ne adsertioemende ike a pencil a 


64 


3 Name Mack Agency 

Don Mack Advertising Agency, 
Los Angeles, has been appointed 
to handle the advertising of Rich- 
Maid Products Company, Glen- 
dora, Cal., maker of soft drink 
extract, using trade publications 
and direct mail; Union Die Cast- 
ing Company, Los Angeles, and 
Kold-Kist Foods, Los Angeles, 
frozen foods. 


Names Orlee Sorenson 


Orlee W. Sorenson Company, 
San Francisco, has been named 
West Coast representative of 
Loomis Advertising Company, 
Kansas City. 


Scripto Names Reed 


David B. Reed, formerly adver- 
tising manager of Sunshine Bis- 
cuits, Inc., Kansas City and New 
York, has been named advertising 
manager of Scripto, Inc., Atlanta. 


Vaughan Joins BBDO 


Thomas F. Hogan Jr., formerly 
with Alco-Gravure division of 
Publication Corporation, has 
joined the San Francisco office of 
Batten, Barton, Durstine & Os- 
born as an account executive. 


TYPOGRAPHY 


we have what it takes...type faces 
second to none...expert craftsmen. . 
typography efficiently produced for 


the letterpress and offset processes. | 
| Advertisements « Brochures « Catalogs « Publications 


i CRAWFORD COMPOSITION CO., Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 ||’ Psany 
| |'the basic importance of advertis- 


Industrial Admen 


Plan Broader NIAA 
at 25th Meeting 


(Continued from Page 2) 


an all-time high of 3,018, is ex- 
pected to reach 5,000 before 1950. 
Another new chapter, in Seattle, 
Wash., has just been admitted to 
membership, and others are in 
process of formation. The as- 
sociation has assets of over $39,- 
000. During the past year Mr. 
Witt visited 20 chapters of the 
association, traveling over 25,000 
miles. 


Will Inform Management 


Mr. Dolan urged that the as- 
sociation add to its list of current 
projects that of providing infor- 
mation for management showing 


Everybody in the 


ROCHESTER 


(MINNESOTA’S INTERNATIONAL) 


MARKET 
listens to 


The Triple Market! 


International, 
Metropolitan 
and Rural 


350,000 nternationa visitors from all parts of the world 
visit Rochester every year... stay on the average of 

] eight days and spend $6.00 daily, thereby adding 
$16,800,000 annually to the retail sales of metropolitan 
Rochester. 


34,000 able-to-buy consumers, who spend $35,815,000 
annually, live and work in Rochester where some of 

2 the largest plants, hatcheries and canneries in the 
world are located. KROC is the only station they can 
get static-tree, 


nually, reside in the KROC primary 


verage area 


{ 87,200 rural consumers, who spend $82,211,000 an- 


listen and respond to NBC’s top stars and local interest 


or a total of 509,010... and you get a bonus of 


RESULT! $367,332,000 annual Retail Sales 
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t ] 350,000 visitors annually 


in the KROC Triple Market Area! 
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Established 1935 


NBC 


Minnesota Network 
Northwest Network 


IN ROCHESTER, MINNESOTA 


Nationally represented by the John E. Pearson Company 


ing in marketing efforts, and the 
enthusiasm with which his sug- 
gestion was received indicated 
that it would receive major em- 
phasis during the coming year. 
Alfred M. Staehle, publisher of 
Factory Management and Main- 
tenance, delivered the keynote ad- 
dress, “It’s Time to Challenge 
Marketing Traditions,” in which 
he urged the application of engi- 
neering methods to advertising 
and marketing problems. Instead 
of talking in terms of broad gen- 
eralities, he recommended that 
specific and clear-cut objectives be 
set up for advertising, so that 
progress can be measured and the 
profitable use of advertising de- 
termined. 
In discussing advertising rates, 
Mr. Staehle observed that in most 
industries the “marketing rate” 
has declined as the result of in- 
creased circulation of publications 
and the expansion and consequent 
increase in buying power of 
readers. 


Urges Study of Costs 


Richard D. Crisp, director of re- 
search for Tatham-Laird, Chicago 
advertising agency, and formerly 
sales analyst of S. C. Johnson & 
Son, spoke on “Cutting Industrial 
Distribution Costs,” showing by 
charts based on Johnson’s experi- 
ence that careful analysis of sales 
records, by products, sizes and 
territories, makes the task of cut- 
ting distribution costs simple. Un- 
necessary sizes of products were 
eliminated by Johnson, “duds” 
among products were discon- 
tinued, sales territories were 
strengthened by showing varia- 
tions in performance, and sales- 
men’s expenses were reduced by 
similar comparison and control. 
He urged manufacturers selling to 
industry to apply the same tech- 
niques in preparation for the com- 
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NIAA'ERS—Harvey Conover, Conove 
Mast Publishing Co., and Ted Driscoll 
Purchasing, break bread at Milwaukee 


More 4a 
beded, I 
iggested 
en ind 
en mos 


dustry. He said that Americ, 
consumers have the capacity 
consume at the rate of $440 bj 
lion of goods and services a yes 


and that at the present rate @tter th 
growth, this total may be realiz@so urge 
in 1975. ven to 
sting of 
More Public Relations Needed ferent 
Arthur H. “Red” Motley, pu Tell 
lisher of Parade, gave a typi 
rousing Motley talk, urging iggDr. Co 


dustrial advertisers. to use tar the 


same successful selling techniqgfained } 
in selling industry to workers agmd the 
the community as they use in sel™ms for 
ing their products. He paid hgesswor 


respects to “the public relatiogparketin 
boys” by saying that they agpay be « 
called in when a fire is under wag Willian 
whereas the problem is to firg@e relat 
proof industry so that no cogpire Con 
flagration may occur in the futur open |! 
He gave numerous case studies @ployes 
industries which have sold thenges whic 
selves to their employes so su 
cessfully that the latter are walgpn. T! 
ing advertisements for their com 
panies. id, and 

He pointed out the necessity f 
research, to get the facts abogpstry ¢ 


petitive selling period that lies|the things which workers thiggme stir 
ahead. are wrong with their companiq™ that 
John David Gill, economist of| study the market, in terms of tin has 
the Atlantic Refining Company, | attitudes of the workers and thajys wh 
\called for “stabilization without| neighbors; use real selling cope mills 
| stagnation” and maximized expan-| instead of long words put togethéll seins 
sion of production and ability to by lawyers and public relatiog 
consume “America’s No. 1 econom-| experts, and do a consistent jq Gene | 
ic problem.” He showed some of| of selling through whatever medgp the re 
the advantages of increasing | will cover the market. eee 
wages and reducing working hd, us 
hours to lie in increasing produc- Gives 10 Research Steps Htroduc: 
tion by expanding effective de- Another strong plea for a mogfomotio 
|mand, and likewise increasing the| scientific approach to sales al ustache 
leisure time in which workers| advertising problems was voic@Pd firin 
may consume the products of in-!at Tuesday morning’s session | age 
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._ Donald R. G. Cowan, Cleve- 
nd research authority. He out- 
ed 10 steps which companies 
n follow in analyzing products, 
kets, sales potentials, sales 
sthods, selection and _ super- 
sion of salesmen and advertis- 


Because production in the dur- 
He goods industries is now run- 
yg at a rate ahead of the wear- 
g out process, he said that a 
yer’s market is inevitable. Be- 
use many costs are fixed at a 
gh level, a recession of volume 
ill bring greater declines in 
ofits than before the war. Hence 
e burden of high marketing 
sts promises to receive more of 
anagement’s attention in the im- 
ediate future. 

More and better salesmen are 
peded, Dr. Cowan said, and he 
iggested that salesmen’s records 
en indicate the types of sales- 
en most likely to succeed even 
bMtter than aptitude tests. He 
so urged that more attention be 
ven to pricing policies, with 
sting of different price levels in 
fferent parts of the country. 


Tells Open House Plan 


Dr. Cowan closed with a plea 
r the development of more 
ained marketing résearch men 
d the expenditure of larger 
ms for research, to the end that 
esswork, gambling and waste in 
arketing, selling and advertising 
ay be eliminated. 

William I. Ong, director of pub- 
relations, American Steel & 
ire Company, described the plan 
open houses for the families of 
mployes and the local communi- 
es which’ has been instituted by 
e United States Steel Corpora- 
on. These programs have at- 
acted thousands of visitors, he 
id, and have taken the mystery 


ada 


may have serious effects on the 
publishing industry. 


economic cooperation between the 
two countries, Mr. Chalmers sug- 
gested, industries could be located 


tions redistributed to the benefit 
of all. 

He said that under present con- 
ditions the United States can be 
the world doctor, using American 
dollars to bring recovery and to 
assure peace. 


Actions Called Important 


Mr. Larsen analyzed present 
business conditions and found 
them good, but said that Ameri- 
can business has a much greater 
job to do than to make profits. He 


now raging in many parts of the 
world between American capi- 
talistic democracy and Russian 
communism, and said that what 
American business men’ do will 
have much more effect than what 
they say. He pointed to the work 


is a short-sighted measure | 
which within the next ten years | 


in Canada and congested popula- | 


pointed out the conflict which is| 


” 


of numerous American corpora- | 
tions in making investments and | 
setting up industries abroad, as 
‘the immediate result of which the 


Under a program of greater) condition of the people in those 


|;countries has been measurably 
improved. It is in this way, he 
suggested, that the benefits of our 
capitalistic system and individual 
freedoms can be demonstrated to 
the world. He paid tribute to the 
CED and the Advertising Council 
as examples of business coopera- 
tion which have benefited the 
whole country. 

Dr. Daniels forecast numerous 
important applications for atomic 
energy in industry, and indicated 
some of the ways in which it will 
be applied in the future. He urged 
individual companies to partici- 
pate in the broad research which 
is now going on, and thus help the 
United States to maintain the lead 
which it now has in this field. 

“Atomic energy for industrial 
development of poorer nations 
may be of even greater bargain- 
ing value than the atomic bomb,” 
he suggested. “One of the causes 


| 


of international unrest is the large | 
| difference of the economic level in 
different countries. These dif- 
ferences in the standard of living 


can be reduced through industrial | 


developments of atomic power, 


thereby promoting peaceful rela- | 


tions among the nations.” 


Discusses Employe Magazines 

At the final session Wednesday, 
Robert Newcomb, Newcomb &| 
Sammons, presented employe| 
publications as part of a program 
of industrial relations, criticizing 
severely the type of paper which 
devotes itself to “social trivia and 
assorted keyhole gossip.” He 
pointed out that manufacturers 
are spending $30,000,000 a year 
for employe magazines, and ex- 
pressed the opinion that a large 


part of the money is wasted. Few | 


of their editors, he said, are able 
to interpret company policies to 
employes. 

He described the way in which 
the Pittsburgh Plate Glass Com- 
pany has planned and designed a 
new employe magazine, ‘“Pitts- 
burgh People,” fashioned after 
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| Life, for which he said a complete 
| editorial program was set up in 
| advance of publication, and mem- 
|bers of the editorial staff sent to 
the Medill School of Journalism 


Mr. Newcomb added some un- 
favorable comments on the newer 


| 


. reach the men 
who list and the men who 
direct the selling of your 
items in chain variety stores. 


ge 


“o 
we @ 


reaches more than 


80,000 SUBSCRIBERS 


sabidien - Builders - Wholesalers - Dealers 


The Largest ABC Circulation in the 


Building Industry at the Lowest Cost per Thousand 


essity f@d misunderstanding out of in- 
cts abompstry operations, at the same 
ers thiggme stimulating workers’ efforts 
ompaniq™ that record-breaking produc- 
ms of ton has been recorded on the 
and thalys when the public has visited 
ing copmpe mills. 
ypier nagination, Showmanship Urged 
istent j@ Gene P. Robers, sales manager 
ver med the replacement parts division, 
eatherhead Company, Cleve- 
nd, used some showmanship in 
Steps Btroducing the subject of sales 
or a mogfomotion by putting on a black 
sales agpustache and a ten-gallon hat 
as voic@Md firing a pistol. He showed by 
session merous examples in the experi- 
ce of his own company how the 
e of special ideas not directly 
nnected with advertising turned 
le spotlight on the company and 
hve it prestige and acceptance 
hich could not have been ob- 
ined in any other way. For in- 
ance, it produced a slide film for | 
e liquefied gas industry, which | 
as badly needed and has been | 
tremely well received. Use | 
ur imagination to develop in- 
resting promotion ideas of all 
nds, he suggested. 
An international flavor was 
ven the afternoon session by the | 
ks of Floyd S. Chalmers, ex- 
ulive vice-president of Mac- 
an-Hunter Publishing Com-| 
ny, Toronto, who spoke on 
anada—the U. S. Biggest Mar- 
t Roy Larsen, president of | 
me, Ine., who discussed “Time | 
s at Industry,” and Dr. Far- 
‘ton Daniels, University of | 
onsin, whose topic was} 
mic Energy and Industry.” 
Greater Cooperation Urged 
Mr. Chalmers urged that Can- 
and the United States move 
rades: ird the objective of becoming 


economic unit so as to make 
greatest possible contributions 
world recovery and the de- 
pment of the best interests of 
two countries. He decried 
riers to trade represented by 


DEMARK _ 


countries, and suggested that 
iuty on book paper imported 


t 


the United States from Can- | 


walls set up between the) 


| 
| 


| 
| 


| 


| 
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per thousand, or 


tant factors in the building industry. 


ing industry at the lowest cost per thousand —$ 


3/, 


3 ¢ per reader. 


American Builder can help give your product its best 


chance for nation-wide acceptance by all the impor- 


It reaches the 


largest group of worth-while builders, contractors and 


their suppliers —the wholesalers and dealers. 


For your benefit, American Builder, with over 80,000 


subscribers, offers the largest circulation in the build- 
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type of annual report for em-_tributions to the convention was, panies was $19,000, and for sound “ T 
ployes which is over-lavish and|made by Jay O. Ferch, advertis-| slide films $6,000. The major v 
depends upon art rather than sim-| ing manager of Globe-Union, Inc.,| weakness of many films, he said, T 
ple explanations to win employe | Milwaukee, who described “Mod-| is that they are merely collections O 
acceptance. Likewise he found/ern Visual Selling Methods.” | of illustrations. He predicted that Ni 
much to condemn in the “syndi-| Throughout the convention the|the newer technique for the use hov 
cated hoopla” which he said some! movies, slide films and other vis-| of three-dimension Kodachrome awidl 
manufacturers distribute to em-/|ual aids used by members were| films through twin viewers may _..t0 
ployes without identifying its ori-|on display, and Mr. Ferch ana-/|revolutionize this phase of the tin; 
gin. lyzed the various types, displayed | business in the next few years. ns 
One of the most valuable con-|q number of effective films, and| Baltimore will be the scene of Fi 
offered a playlet to suggest the the 1948 convention of NIAA, son 
“Our growers are en-| newer approach to “people in ac-| with the Industrial Marketers of in tl 
thusiastic about Bet! tion” which provides the most| Maryland as the host. fifth 
7 rer effective techniques. —_——_ Hop: 
» | . Stark, Sec. A . 
j Utah State Horticul.-| He quoted some interesting fig- Appoints Export Head Red 
terel Society, ae oe ve Se ey ot Eeere Carr-Consolidated Biscuit Com- four 
ti Salt Lake City, Utah, | Material of this kind. The aver-| .°~° Ghicago and Wilkes-Barre,| JUDGE 'YOUNG' ARTISTS WORK—Jack Kies, left, art director of Needham of 1 
Write for full story age expenditure for sound motion Pa. has appointed Nicholas Ped.| Louis & Brorby; E. Willis Jones, typographical designer, and Walter L. Howe Of 
t | 1135 $. E. SALMON ST, © PORTLAND 14, OREGON | films produced by member com- roso, foreign trade consultant, to director of design and typography, R. R. Donnelley & Sons, were judges » 


direct its newly established ex-| the “young’ artists show going on at the gallery of the Association of Aq.” 
tii port Ba neve a Studios in Chicago through June 30. Well known illustrators are excluded fro Frec 
this event; participants are artists believed to be the cream of new illustrate lT- 


in leading department stores to| Berry Brothers, Inc., Detroit, 
promote Kwik-Cup, its new coffee | paint and varnish manufacturer, 
brewer that brews a single cup of|has placed its advertising with 
coffee instantly. Zimmer-Keller, Detroit. 


Edd: 


of Censorship =f xx 


prospects now working in Chicago studios. Bing 
| MIDWEST BINDERY = Promotes Cotfee Brewer Bob 
| | Hartford Products Corporation, : * . . Tak 
| | Hand Bindery Specialists Chicago, is using demonstrations To Zimmer-Keller Illinois Board Joar 
: 


549 W. WASHINGTON ST @ CHICAGO e@ RANDOLPH 3696 


Bills Killed “a 


) SPRINGFIELD, ILL.—Bills cally ©“ 
for the establishment of a st; ee 
| censorship board to_ investiga f e 
obscene literature complaints ha onl 
| been killed in the state senate b@ ~ ve 
cause of lack of time for sufficiell _ i 
study before the June 30 closi “9 
of the session. sal 
The legislation would have i : 
quired licensing of all sellers, pu : 208 
| lishers and distributors of boo coi 
magazines and periodicals. - : 
P| The bills were withdrawn a 
| Sen. Arthur E. Larson of Chicag 
head of a senate “committee ig Hel 
vestigation of sources of obsce™y Wid 
literature. Port 
Aun 
P Stel 
| Phil-Mar Names Cook § Bre: 
) Phil-Mar Electric, Inc., Clem A 
land, manufacturer of lamps agg is / 
glastron shades, has appointed i port 
] Arthur W. Cook organization & erag 
PARENTS’ MAGAZINE Leads se ote sin 
ae fron 
; | W hs Sans ; Appoints Makelim 
0 omens ervice Magazines OJAI Broadcasting Compa T 
owner of Station KVVC, Venti y 
Cal., has named the Hollywo 
i FAMI z office of Makelim Associates In 
n handle its advertising. - 
. ‘ Stuart-Dean to Tyson § 
lier 
for the Fifth Successive Year! Stuart -Dean Company, Neo 
York, metal maintenance conta t 
tor for buildings, ships, airct sae 
In 1946, PARENTS’ MAGAZINE carried 267.60 pages of apparel advertising. This + other vehicles, has a _ b 
. ’ : ; . , . S. Tyson & Co., New York, u 
again placed PARENTS’ MAGAZINE ahead of all leading Women’s Service Magazines direct its advertising. Os 
for the fifth successive year! oe 
1. Ti Space Buy »-: 
In PARENTS’ and only in PARENTS’ can advertisers reach the heart . Ips on pace uy - 
a) . one . P Ciuc 
of America’s profitable families-with-children market . . . a market that every year ver 
spends more than six billion dollars for apparel alone —an amount greater than for Apes 
all other consumer markets combined! Dr. 
, Wai 
PARENTS’ MARKET IS RECEPTIVE AND RESPONSIVE! selo 
aie Bd a T! 
It consists of more than one million families with over two million children. 90% its | 
of these families have incomes in excess of $2000 a year—54x in excess of $3000. a 
. = n t 
48.9% are between 26 and 35 years of age—the years of greatest buying. rT} Just Call Me Bj Sty es’ 
37.8% are executives, business proprietors or professional people. g ; 
‘ ‘ i : . =p ‘‘Impenetrable’’, the space salesmen nd 
And in no other magazine can you reach so many families with so many children ’ { Wo os dey Gare Gob ken how 
for so little money as you can in PARENTS’ MAGAZINE. This is because . ' gr BO en one et Ne 
; : abet ; Ri cially when bullying his best ‘alli ~ 
PARENTS’ MAGAZINE’s black and white page rate per families with children is 4 Sslegwen. Watch him. ‘Usually he doesn't @l CO 
; Z i results he claims. mm 
the lowest of any weekly, women’s service or shelter magazine. - Yau can easily, get ahead of this. (0104 _ 
. - . : . : ie ~ = weey ng Sew se F ont = - oy L 
*Women’s,Children’s and Men's Apparel, including shoes, — P.1.B. figures «SE eg Re phy ol - 
’ a en Wa! ER A SEWAGE WORKS I ‘ 
PARENTS’ MAGAZINE 52 Vanderbilt Avenue, N. Y. 17 would tol cus chen’ tho siovaietion, 
WAT ER a SEWAGE Wonks are ‘ 
Fer Additional Facts And YP 
prom, The PARENTS’ SEAL Write or Call Mr. Cocker Toy y 
PVieiree inspires confidence 
at and increases sales! Ask for € 
Media File Folder g 
Latest Folder — Just Publishe« - os 
S B C Statement — Rate Card Xa 
Copy of WATER & SEW AGE WORK A 
yr 
ecoeee, WATER & SiWM 
works. ni 
WORKS | 
22 W. MAPLE ST., CAG t 
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Two Drama Shows 
Top Hooper Poll 


New YorK—Two CBS dramatic 
cshows—Lux Radio Theater (23.4) 
and Sereen Guild Players (19.6) 
_topped the most recent Hooper- 
atings, easing out NBC’s comedi- 
ans who usually hog top honors. 

Fibber McGee & Molly’s John- 
son wax show, which placed first 
in the May 30 list, moved down to 
ffth place. Lever Bros.’ Bob 
Hope and Brown & Williamson’s 
Red Skelton placed third and 
fourth respectively with ratings 


Needhamg of 18.4 and 16.9. 
 L. Howe Others in the top fifteen: 
judges of walter Winchell ............ 15.3 
ae Bey OSes 15.0 
illustra Mr. District Attorney........ 13.8 
Bing Go sGaea-& cS ayie cess 13.5 
Bol, MRR ea ads 6 has 0a dee 12.2 
Take It or Leave It.......... PB | 
| Joan DVI cite sa 600 sos Xs 11.7 
Eddie (GORGE 6.5 ts dso ewad san 11.6 
D Manhattan Merry-Go-Round..11.6 
Your HES Saree. cass «ccc cits 11.4 
Jack Benny, fifth on the previ- 
; i ous rating, was on summer vaca- 
His call tion when this poll was taken. 
of & Sl American Tobacco’s replacement 
oa — for Benny—Jack Paar—was in 
laints hall o4th place with a rating of 10.2. 
penate 5 “Our Gal, Sunday,” (6.8) spon- 
- sufficie sored by Whitehall Pharmacal 
30 clos Company over CBS, which was 
— 14th on the last daytime report, 
ters ol placed first in this category, with 
| gh Procter & Gamble’s ‘Ma Perkins” 
P Ms OO as runner-up with a rating of 6.4. 
a B This also is a Columbia broadcast. 
of Chicag Other daytime leaders: 
nmittee ig Helen Trent .............06 6.4 
of obscegy Widder Brown ...........-. 6.2 
Portia Page TAlG,.. 650s scces 6.1 
Aunt RR dice ch ase cis dwe 6.0 
Stella FRM A6 bo ws2 oe baa ene 6.0 
Cook Breakfast in Hollywood..... 5.9 
Inc., Clev Average rating for this report 
lamps agg is 7.2, down 0.7 from the last re- 
»pointed i port and 0.4 from a year ago. Av- 
anization # erage sets-in-use—23—is down 
tions. 1.5 from the last report and 0.9 
. from a year ago. 
m SS 
t+ Comps ; 
rc, venue TWO PR Groups 
Hollywot 
ssociai f Intend Merger 
, New York—lIn the first move to 
‘yson bring order out of the chaotic pub- 
_# lic relations association field, a joint 
penny, Ne committee of the National Asso- 
ne. aia ciation of Public Relations Coun- 
has nam sel and the American Council on 
lew York, Public Relations has been named 


to supervise merger of the two 
groups. 

The committee, with a seventh 
member yet to be appointed, in- 
cludes: For NAPRC, Homer Cal- 
ver, Averell Broughton, and Sam 
2 Fuson, vice-president of Kudner 
Agency; for ACPR, Virgil Rankin, 
Dr. Rex Harlow and Edgar A. 
Waite, all public relations coun- 
seiors, 

The joint committee will hold 

first meeting in July. ACPR 
has a membership of 700, largely 
on the West Coast and in the Mid- 
west, and NAPRC’S membership 
of 400 is largely in the Chicago 
nd New York areas. 
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New York Would 


Collect New Print Tax 


The Associated Business Papers 
t week reported a ruling of the 
salesmen "BB ew York City comptrollers of- 
‘e which will require that print- 
or duplicators collect a_ sales 
{ compensating tax on all ma- 
als even though the customer 

addressees may be outside 

city. The ruling held “the 
rvice of preparing printed or 


of this | 


s And YP 
Cocker Tov*) 


to. individual addressees is 
xable as a fabricating service.” 
ABP points out that department 
res charge no tax where the 
€ms purchased in New York are 
be delivered beyond the city 
nits, and has asked its tax con- 


ed 
‘ard ; 
3E WORK : 


R&S 
WORKS | 


APLE ST., CHICAGH 
SLEVELAND + LOS ANE 


tigate and report. 


The ruling 
effective July 1. 


Last Minute News Flashes 
Daily Leaves Bendix for Lewyt; Roberts Successor 


BrooKLyN—Alex M. Lewyt, president of Lewyt Corporation, has 
announced the appointment of Walter J. Daily as manager of its 


newly formed vacuum cleaner division. 


Mr. Daily, who has been 


advertising director of Bendix Home Appliances, Inc., South Bend, 
Ind., for the past three and a half years, is succeeded in that post by 
Stewart Roberts, formerly with Booz, Allen & Hamilton and previ- 
ously vice-president of Trimz division of United Wallpaper. 


To Push Consumer Use of New Floor Covering 
New YorK—Delaware Floor Products Company will shortly begin a 
consumer campaign for its Florever, a Vinylite floor covering. A teaser 


campaign is now running in furnishings business papers. 


Consumer 


copy, in four-color full and half-pages will start in July in four shelter 
magazines, and subsequently will move into women’s general maga- 


zines. 
ago. 


J. M. Mathes, Inc., was named the agency about two months 


Insurance Agents Urge More Advertising 
HartTFrorD—Life insurance agents want more advertising, and par- 

ticularly local advertising, by their companies, a special job satis- 

faction study among 10,000 agents representing 20 companies, con- 


ducted by Agency Management Association, shows. | 
was no advertising question in the study, in answer to the question, 


Although there 


“What could your home office do to improve: your job and help you 
become more successful?”, “advertise more” ranked first among branch 


ager subcommittee on promotion. 


other selling expenses. 


with the executive branch.” 


Co., the agency. 


office companies and fourth among companies having general agencies. 


NAB Releases Study on Promotion Costs 
WASHINGTON—Radio stations allocate one-third of their selling ex- 

penses to advertising, promotion and publicity, according to a study 

released Thursday by the NAB research department and sales man- 


In all, selling expenses equalled 


10.6% of net revenue, including 5.8% for salaries, wages and com- 
missions; 3.6% for advertising, promotion and publicity, and 1.2% for 
About a third of station advertising is di- 
rected at buyers of time, the remainder to audience promotion. 


Plan $2,000,000 Promotion on Ford Tractor 

Detroit—Dearborn Motors Corporation, relatively new organization 
which is marketing Ford tractors and the Dearborn farm implement 
line nationally, will spend approximately $2,000,000 in the year be- 
ginning July 1 on advertising, sales promotion, merchandising and 
sales training programs, Frank R. Pierce, president, is informing 
distributors this weekend. Complete plans will be revealed at dis- 
tributor-dealer meetings in 33 cities beginning July 15. 
& Fewsmith is the agency, with James Pedder, vice-president in 
charge of Detroit operations, as account executive. 


Plan to Retain U. S. Ad Unit 

WASHINGTON — A member of the House appropriations committee 
pointed to a compromise plan last week which would retain a small 
office of advertising liaison as part of the White House staff. Rep. 
Charles R. Robertson (R., N.D.) told the House he was convinced 
of “the splendid service” performed for the government by the Ad- 
vertising Council, and that the council “deserved adequate liaison 


Meldrum 


Advertises “Build Your Own” Television Set 

New YorkK—Transvision, Inc., New Rochelle, N. Y., is planning an 
advertising campaign to publicize its new television kit, now on sale 
at the suggested retail price of $159.50. Based on the theme, “Build 
your own television receiver,” copy will appear in magazines, busi- 
ness papers and newspapers in areas adjacent to television stations. 
Ads in Look and Pic have been scheduled for fall by H. J. Gold & 


Shell Tests New 
Split Molecule 
Copy in Hartford 


HartTFrorp—Shell Oil Company 
is currently testing new copy here, 
featuring “activated” Shell pre- 
mium gasoline. Similar copy is 
appearing in other cities in the 
New England region. 

Typical 1,000-line copy shows a 
simplified example of molecular 
fission, along with an automobile 
spurting past another on a high- 
way, with a headline which pro- 
claims ‘“ ‘Activated’ Shell Pre- 
|mium, the most powerful gaso- 
line your car can use.” 

Text goes on to explain that 
Shell splits molecules to get ‘“ex- 
tra molecular energy,” and pur- 
chasers get gasoline that’s acti- 
vated four ways: (1) “activated 
for knockless power;”’ (2) “for 
fast ‘getaway’;” (3) “for full mile- 
age;” (4) “for quicker warm-up.” 

J. Walter Thompson Company is 
the agency. 


‘ner duplicated matter for mail-| 


tant, J. K. Lasser & Co., to in- | 


Appoints Ruddick 

| E. W. Ruddick, formerly re- 
gional sales promotional manager 
|of Trans World Airline, has been 
|appointed general manager of 
|Ponderosa Pine Woodwork Asso- 
| ciation, succeeding Robert M. 
| Bodkin, who has been named 
manager of Dyke Bros. & Cole 
Mfg. Company’s western purchas- 
ing office in Portland, Ore. 


Daytime Air 
on American Net 
All Sold Out 


New YorK—The American 
Broadcasting Company last week 
completed the sale of all available 
day time on the network. Vacan- 
cies on the schedule were filled 
by the addition of a new sponsor, 
additional purchases by a second 
and the shifting of a third from 
a night to a day segment. 

This increase in time revenue 
brought ABC’s new business since 
the first of the year to more than 
$12,000,000, the biggest chunk 
coming from the daily hourly 
Paul Whiteman disc show which 


| 
| 


| try, 


|in the Cleveland market. Notable, | in New York. 


goes on the air June 30 with the| 


backing of four sponsors. 
Thursdays from 10:45 to 11 a.m. 
have been reserved for Drackett 
Company, which will bankroll a 
Dorothy Kilgallen show through 


Young & Rubicam for Drano. 
Toni, Inc., which already backs 
“Ladies Be Seated” (3:15-3:30) 


three days a week, will pay the 
bill for that show on a five-day 
basis in the future. Foote, Cone 
& Belding is the agency. 

The remaining ABC day time— 
Monday, Wednesday and Friday 
at 4:30 p.m., will be filled by 
R. B. Semler, Ine., which is dis- 
continuing “Sherlock Holmes” in 
favor of an Eddie Duchin day- 
time show. 


Four A’s Reports 


Discount Drive 


New YorK—The board of di- 
rectors of the American Associa- 
tion of Advertising Agencies last 
week heard a report on the prog- 
ress of the association’s cash dis- 
count drive. Seventeen radio sta- 
tions and two newspapers (Minne- 
apolis Star and Tribune and the 
St. Louis Star-Times) have agreed 
to grant cash discounts. 

This brings the media granting 
discounts to 10% of radio sta- 
tions, 94% of newspapers, 95% 
of magazines, 70% of business pa- 
pers, and major networks. The 
association was able to report 
that 22 more stations have prom- 
ised to use the discount on their 
next rate cards. 

Otherwise, the directors (1) 
voted to renew the Four A’s $10,- 
000 contribution to the Committee 


|on Consumer Relations in Adver- 


tising and to continue its mem- 
bership in the Advertising Fed- 
eration of America; (2) decided 
to hold a board meeting Oct. 15 
at Yosemite National Park fol- 
lowing the Pacific Council meet- 
ing Oct. 12-15, and set their na- 
tional 1948 meeting for the 
Greenbrier, White Sulphur 
Springs, W. Va., April 7-9; (3) 
heard that their export advertis- 
ing bureau is collecting rates on 
foreign publications’ circulations, 
etc.; (4) heard that 544 applicants 
in 10 cities had taken tests in.the 
Four <A’s examination plan to 
provide opportunities for new tal- 
ent to enter the business; (5) 
heard that the association has 198 
members, a new high, and (6) 
that the Fairfax Cone—Elmo 
Roper study on top management 
attitudes toward advertising has 
been completed but it will be 
some time before the material is 
segregated and condensed. 


Current Data on 
Cleveland Issued 
in New Fact Book 


CLEVELAND — One of the most 
fact-filled, impartial data books 
ever produced by a newspaper 
has been published by the Cleve- 
land Press. 

The book, “Market Facts 
About Cleveland, O., and Adja- 
cent Territory,” packs an excep- 


'tional amount of information into 


26 file-size pages, plus four pages 
of detailed index. Covered, with 
text, maps and illustrations, are: 
the market, history, geography, 
weather, population, housing, eco- 
nomic areas, employment, indus- 
transportation, trade chan- 
nels, retail trade, finance, cultu- 
ral aspects and specialized com- 
modity research. 

Most of the statistical material 
is less than a year old, being 
based largely on Cleveland’s Real 


67 


Sweetzer Rejoins 
Progress onCash ‘Esquire’; Byrne 


to Head Agency 


New York—George T. Sweet- 
zer, who left Esquire in 1944 to 
become executive vice-president 
of Abbott Kimball Company and 
last year formed Sweetzer, Byrne 
& Harrington with himself as 
president, last week made ready 
to rejoin the magazine on July 1 
as vice-president and director of 
sales and advertising. He takes 
over the title of Alfred R. Pastel, 
who resigned effective July 1 and 
who plans an extended vacation. 

Mr. Sweetzer had spent ten 
years with Esquire, and previ- 
ously was a vice-president of the 
McCurrach Organization and 
president of Heath-Sweetzer Shirt 
Corporation. Esquire pointed out 
that his return had “added sig- 
nificance in the light of the re- 
cent announcement that Coronet 
will accept advertising in 1948.” 

E. Austin Byrne, formerly exec- 
utive vice-president of Sweetzer, 
Byrne & Harrington, -has been 
elected president of the agency; 
Ruth Harrington becomes first 
vice-president; Edwin A. Roberts, 
formerly vice-president in charge 
of art was named a director, and 
W. D. Davis was named vice- 
president in charge of copy. 


Atlanta Station 
Fights Reported 
Switch by CBS 


ATLANTA—The State Board of 
Regents, on behalf of Georgia 
Tech’s station WGST, on June 17 
secured a 10-day restraining order 
in federal court here enjoining 
Columbia Broadcasting System 
from using WAGA as the Atlanta 
outlet for the network. Hearings 
on a permanent injunction have 
been set for June 26. 

The regents, whose station, a 
CBS outlet for 17 years, has a 
contract which will expire Jan. 1, 
charged CBS and Liberty Broad- 
casting Company, operator of 
WAGA and WWVA, Wheeling, W. 
Va., with attempting to make 
WAGA the CBS Atlanta outlet 
when the existing WGST contract 
expires. 

Liberty Broadcasting is “using 
bargaining power due to multiple 
ownership of stations,’ the re- 
gents alleged, adding that loss of 
CBS affiliation would cost WGST 
upward of $1,500,000 in advertis- 
ing contract cancellations. 


DAYTON STATION SPLITS 
WITH ABC OVER CONTRACT 

Dayton, O.—Station WING, 
5,000-watt affiliate of the Ameri- 
can Broadcasting Company here, 
has severed connections with the 
network as a result of contract 
difficulties. 

John P. Williams, vice-president 


Property Inventory, unusual or- of the station, declared that WING 
ganization which does a continu-| had signed a two-year non-cancel- 


ous statistical and research job lable contract and sent it to ABC 


“However,” he said, 


also, is the absence of sales copy | “the American Broadcasting Com- 


for the issuing newspaper. 

Copies are available to national 
advertisers and agencies through 
the promotion department of the 
Cleveland Press. 


Porter-Cable Appoints 


Douglas M. Lyon has been ap- 
pointed sales manager of Porter- 
Cable Machine Company, Syra- 
cuse, succeeding H. L. Ramsay, 
who has been made vice-presi- 
dent in charge of merchandising. 


Maxon Names Exo 


Gerhard Exo, formerly sales and 
merchandising consultant in the 
Chicago office of Batten, Barton, 
Durstine & Osborn, has been 
named an account executive of 


Maxon, Inc., Detroit. 


pany returned a contract to us 
calling for a six-month cancella- 
tion clause. Such a contract,” he 
continued, “offers but little protec- 
tion to WING, its listeners and ad- 
vertisers, and ... we have refused 
to sign.” 

The network, meanwhile, asked 
that negotiations be reopened, and 
WING expressed willingness to 
discuss the contract further. In 
the meantime, the station has al- 
ready eliminated ABC programs 
from its schedule, and Mr. Wil- 
lliams has. disclosed plans to 
strengthen its programming in the 
interests of Dayton and the Miami 
Valley. Hourly newscasts, addi- 
tional musical programs and other 


| local broadcasts have been sched- 


uled. 
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Many specialized, behind-the-scenes, plus services contribute toward 
establishing the Haire organization as information headquarters for the 
merchandising world. 

Haire research, for instance, is no token service. 

Buyers, advertisers and advertising agencies turn to the Haire 
Research Department for dependable information . . . from the pricing 
of a single item to the over-all potential of a nation-wide market... 
from a sales training technique to setting up a business. Surveys, studies 
and market facts are gathered on a specific inquiry and for industry-wide 
use .. . to help sell goods! 

This SELL-ective Research service is only ONE of the many plus 
services beyond the printed page that go to make each Haire Publication 
the authority and spokesman in its specific field . . . and invariably, its 


No. 1 advertising medium. 


The Power of ALL for the Strength of EACH 


The far flung, fact-gathering resources of the entire group of Haire 
Publications strengthen the authority of each individual magazine. 
For instance, in the case of CORSET and UNDERWEAR 
REVIEW, described here . . . constant, intensive Haire research 
through the years has helped this publication achieve the position 
of undisputed leadership in its field. It's the buver’s “text book” .. . 


of nape lendeip in i fed I e MORE effective because it’s 
| e 
& 


MORE SELL-ective! 


Linens ond ae CORSET & UNDERWEAR REVIEW is the specialized authority and lead- 
Domestics = \\\ WN ing spokesman for the field of corsets, brassieres and foundation garments. 


Buyers in top department stores and corset specialty shops from coast 
to coast— who are responsible for the major volume in this $300,000,000 
industry —look to CORSET & UNDERWEAR REVIEW as their month 
to month guide for trends, promotion, sales training, resources, mer- 
chandising ideas and complete news of the market. 

Through continuous research and aggressive alertness to the best 
interests of the industry, the “Review” has helped make the corset de- 
partment the most profitable one in the store. 

It is small wonder that it carries more advertising on these products 
than all other publications touching the field, combined. 


FOUNDED 1913—The national business magazine and specialized authority 
of the corset and brassiere industry. 


BUYER COVERAGE—Delivers intensive retailer coverage, with its loyal 
buyer following in the top department stores and better corset specialty 
shops, mail order, chain organizations and corsetieres who control the 
major volume of business in this field. The REVIEW enjoys a PAID ABC 
buyer circulation, with renewal rate of 80.14%. 


EDITORIAL LEADERSHIP — Edited by Louise Campe since 1926 . . . an authori- 
tative leader in this specialized field . . . lecturer at fashion shows and 
consultant on corset merchandising. She is assisted by a picked staff of 
market editors and field correspondents in all style and retail centers. 


ADVERTISING LEADERSHIP — During 1946, the REVIEW carried 1804 
pages of advertising — more in volume of space and number of ad- 


: . vertisers than all other publications touching the field combined. 
in a series COMDENCE. 
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Information headquarters for 9 Major Markets 


HAIRE PUBLISHING COMPANY « 1170 sroapway, NEW YORK 1 - BOSTON - PITTSBURGH - CHICAGO - DETROIT - ST. LOUIS - LOS ANGELES - ATLANTA - LONDON 


MERCHANDISING PUBLICATIONS | 
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